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a  Benn  publication 


Thanks  to  Mr.  Baker 
Mrs.  Wilson  is  now  pregnant. 


Chefaro  proudly  announce  the  birth  of 
a  new  product. 

We've  named  it  Discretest:  the  first  of  a 
new  generation  of  Ovulation  Tests. 

Discretest  quite  simply,  eases  the  path  to 
conceiving  by  telling  women  when  they're 
at  their  peak  of  fertility. 

Which,  in  many  cases,  could  save 
months  of  fruitless  trying. 

Naturally  we  expect  our  new  arrival  to 
grow  healthily 

We  estimate  that  as  many  as  1  million 
women  a  year  will  be  interested  in  a  product 
like  Discretest. 

To  make  sure  they  know  about  it,  we're 


spending  half  a  million  pounds  on  advertising 
and  promotion. 

All  of  which  bodes  healthy  profits  for 
the  pharmacist  with  Discretest  on  his  shelves. 

If  you'd  like  more  information,  telephone 
us  on  0223  312956. 

You  can  be  sure  that  a  lot  of  women  will 
be  seeking  your  advice  about  Discretest. 

And  soon  after,  a  good  few  of  them  will 
be  hearing  the  patter  of  tiny  feet. 

Thanks,  in  no  small  degree,  to  their 
local  chemist. 
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ICOMMENTI 


The  PSNC  will  find 
itseli  on  the  horns  of 
a  dilemma  when  it 
meets  on  Tuesday 
to  discuss  the  latest  twist  in  the 
new  contract  saga.  On  the  one 
hand  it  can  re-affirm  its  current 
policy  and  reject  the  unilaterally 
varied  package  now  on  offer 
from  the  Government.  Or  it  can 
do  what  some  suspect  it  might  — 
make  a  U-tum,  and  accept  a 
deal  where  the  very  people  it 
seeks  to  represent  will  be 
excluded  from  the  decision 
making  process. 

That  the  PSNC  is  deeply 
divided  has  become  apparent 
since  the  Lords  decision  last 
week.  Chairman  David  Sharpe 
appears  to  be  pressing  for 
adoption  of  the  package.  Chief 
executive  Alan  Smith  has 
expressed  reservations.  On 
Sunday  he  outlined  perhaps  "the 
worst  possible  case"  scenario 
(p774)  and  urged  pharmacists  to 
think  ahead  four  or  five  years  — 
to  when  the  conseguences  of  any 
decision  are  likely  to  be  seen  on 
the  ground  or  felt  in  the  pocket. 
His  vision  of  a  smaller  global  sum 
being  split  among  more 
pharmacies,  and  a  Government 


seeking  to  alter  the  script  cut-off 
levels  because  it  has  not  reduced 
contractor  numbers  in  the  way  it 
had  hoped,  is  far  from  comfort- 
ing. His  prediction  that  the  lay 
vote  will  remove  much  of  the 
brake  on  leapfrogging  that 
limitation  of  contract  was 
intended  to  produce  will,  if 
correct,  take  out  one  of  the  major 
planks  which  carried  the 
package  as  it  was  through. 

Perhaps  it  was  naive  to 
expect  the  package  to  get 
through  the  Parliamentary 
process  unchanged.  But  even  in 
its  present  form  the  contract  has 
much  to  offer.  The  improved 
Essential  Small  Pharmacies 
Scheme  provides  a  major 
incentive  to  expand  pharma- 


ceutical services,  but  its  benefits 
will  take  some  years  to  become 
apparent.  Likewise  the  emphasis 
on  a  fee  structure  rather  than  a 
per  prescnption  payment  system 
has  to  be  the  way  forward  li  some 
of  the  more  difficult  to  guantify 
ideas  put  forward  in  the  Nuffield 
Report  are  to  bear  fruit 
financially. 

But  balanced  against  this  is 
the  principle  at  issue,  and  the 
uneasiness  felt  by  most  con- 
tractors at  losing  any  vote  they 
may  have  over  their  own  future. 
The  Government  has  so  far 
remained  uncommitted  on  the 
third  pharmacist's  vote.  This 
must  be  retamed  for  the  package 
to  retain  any  kind  of  appeal  for 
many  pharmacists  —  principles 
apart.  It  has  been  suggested  that 
the  influence  the  three  non- 
voting pharmacists  will  have  in 
their  advisory  role  is  such  that,  m 
practical  terms,  not  having  a 
vote  will  be  unimportant.  But 
even  if  PSNC  does  reject  the 
contract  there  is  no  guarantee 
the  Government  will  not  impose 
it.  Witness  the 
opticians,  and,  one 
suspects  shortly, 
the  teachers  . 
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Smith  voices  concern 
on  loss  of  PPSC  vote 

PSNC  chief  executive  Alan  Smith  (right)  has  expressed  strong 
personal  reservations  over  the  latest  developments  with  the 
new  contract.  At  an  Institute  of  Pharmacy  Management 
meeting  at  Cheltenham  on  Sunday,  he  warned  that  losing  the 
contractor  vote  at  local  level  could  remove  the  brake  PSNC  had 
hoped  contract  limitation  would  impose  on  leapfrogging.  And 
he  warned  of  the  financial  implications  if  pharmacy  numbers 
continue  to  rise. 


"I  am  in  a  difficult  position,"  Mr  Smith  told 
the  meeting,  "because  I  have  a  resolution 
from  PSNC  stating  that  if  the  contractors' 
vote  is  removed  at  local  level  we  will  throw 
it  out."  The  PSNC  will  be  discussing  its 
next  move  on  November  1 1 . 
"Professionally  I  cannot  think  of  any  other 
profession  that  would  give  over  control  to 
lay  people,"  said  Mr  Smith. 

With  the  extra  services  envisaged  in 
Nuffield  there  were  questions  which  would 
require  a  high  degree  of  professional 
input,  and  it  was  not  for  lay  people  to  make 
these  sort  of  judgements. 

There  was  a  constitutional  problem 
looming  for  PSNC.  "Our  prime  objective 
is  to  look  after  the  interests  of  contractors," 
explained  Mr  Smith.  "How  can  a 
committee  with  that  aim  agree  to  a  deal 
where  the  very  people  it  represents  are  not 
present  in  the  decision  making  process?" 

But  there  were  also  practical 
difficulties  arising  out  of  losing  the 
contractor  vote.  "If  someone  applies  to 
open  near  a  practice  where  there  is 
already  a  pharmacy  further  down  the 
road,  I  think  a  lay  committee  would  say  it  is 
desirable  —  it  would  be  difficult  for  it  to 
take  another  viewpoint. 

"Although  the  original  proposals, 
when  contractors  had  a  vote,  would  not 
have  stamped  out  leapfrogging,  they 
would  have  put  a  large  brake  on  it.  But 
with  a  lay  committee  that  brake  will  be 
removed  almost  in  its  entirety,"  he  said. 

Asking  people  whether  they  wanted  a 
pharmacy  was  like  asking  if  they  wanted  a 
Samsbury  in  their  High  Street,  he  said, 
"but  if  you  ask  them  whether  they  want  A. 
Grocer  they  aren't  so  interested.  We  have 
pharmaceutical  equivalents  to  Samsburys. 
I  think  the  chances  of  a  well  known  name 
getting  a  yes'  from  a  lay  committee  are 
much  higher  than  an  individual." 

A  major  cause  of  concern  was  the  lack 
of  cut  off  dates  and  prior  financial 
commitment,  said  Mr  Smith.  "It's  not  in  the 
primary  legislation.  It  should  be  in  the 
regulations  but  the  Department  of  Health 


does  not  propose  to  include  it." 

It  proposes  that  an  application  for  a 
new  contract  before  the  appointed  day  will 
be  considered  under  the  existing  free-for- 
all  regulations.  "I  can  see  an  awful  lot  of 
people  applying  —  we  have  had  about  600 
in  the  delay  period  —  and  to  be  able  to  put 
in  an  application  and  be  able  to  sit  on  it  for 
two  or  three  years  before  being  allowed  to 
open  automatically  is  absolute  nonsense," 
said  Mr  Smith. 

The  Department  has  also  said  that 
anyone  with  a  prior  financial  commitment 
in  the  form  of  a  leasehold  or  a  freehold 
before  May  24,  1985,  and  an  intention  to 
open  a  pharmacy,  can  do  so.  Many 
supermarkets,  newsagents  and  even 
doctors'  group  practices  have  such  a 
commitment,  suggested  Mr  Smith.  All 
they  had  to  do  was  produce  an  internal 
memo  saying  they  planned  to  open  a 
pharmacy  and  they  could  do  so  20  years 
hence. 

"Without  a  cut-off  period  there  are  a 
number  of  groups  with  prior  financial 
commitment  all  of  whom  would  have  an 
open  door  to  come  into  contract,"  said  Mr 
Smith.  "The  only  way  the  new  contract  — 
with  all  its  advantages  —  can  financially 
be  a  success  is  if  there  are  fewer  or  about 
the  same  number  of  pharmacies. 

Baroness  Trumpmgton  has  said  the 
Government  hopes  by  the  third  year  of  the 
contract  to  have  saved  £20m.  That  is 
£2,000  a  year  less  per  contractor  on 
present  numbers,  said  Mr  Smith.  And, 
because  of  delays,  new  openings  under 
the  old  regulations  and  prior  financial 
commitment  there  may  be  more 
pharmacies  over  the  next  few  years. 

"Then  we  would  be  in  the  unenviable 
situation  of  having  a  smaller  global  sum 
being  divided  into  more  slices.  This  could 
accentuate  the  financial  aspects  and  we 
could  find  the  script  base  levels  being 
altered,"  he  said.  "The  only  way  it  can 
work  is  if  there  is  an  effective  brake  on 
openings,  but  the  consumer  lobby  has 
been  so  strong  that  contractors  are  in 


danger  of  being  consumed." 

However,  all  the  variations  on  the 
"warts  and  all"  package  had  been  imposed 
unilaterally  to  give  a  different  package  to 
the  one  agreed  to  by  the  PSNC.  "The 
Committee  has  a  strong  duty  to  utilise  the 
situation  to  get  from  the  Government  the 
things  it  wants  —  an  additional 
pharmacists  allowance,  fee  related  to 
period  of  treatment,  and  equitable 
treatment  of  nil  discount,"  said  Mr  Smith. 

"This  will  swing  the  balance  back  to 
where  there  is  more  in  the  contract  for 
pharmacy  and  less  for  the  Government, 
because  at  the  moment  I  think  the  scales 
have  swung  the  other  way.  If  the 
Government  is  not  willing  to  agree  to  these 
justifiable  claims  now  the  chances  of 
agreement  once  we  have  accepted  the 
current  package  will  diminish." 

Mr  Smith  pointed  out  that  although  the 
Bill  would  almost  certainly  be  rubber 
stamped  by  the  Commons  on  Wednesday 
(as  C&D  went  to  press  —  it  is  due  to 
receive  Royal  Assent  on  Friday)  it  could 
just  lie  there  without  any  subsequent 
regulations  being  implemented. 

He  outlined  the  points  that  had 
decided  PSNC  in  favour  of  the  new 
contract  initially.  The  profession  had  been 
seeking  some  form  of  rational  location  for 
years,  and  likewise  a  commitment  to 
annual  negotiations  to  prevent  large 
imbalances  in  remuneration. 

There  was  also  an  emphasis  on  fees 
rather  than  ingredient  cost.  He  described 
the  new  ESPS  as  a  great  financial  incentive 
to  move  into  areas  that  currently  have  no 
pharmaceutical  service.  Nor  did  he  feel 
the  compensation  agreed  was  inadequate. 

He  also  spoke  briefly  on  supervision 
aspects  of  the  Nuffield  Report.  "As  long  as 
the  "Ask  your  pharmacist'  campaign 
continues  the  public  will  have  great 
difficulty  in  differentiating  between  a 
pharmacy  and  a  drug  store  if  they  find 
pharmacies  without  pharmacists.  There 
would  also  have  to  be  legislative  changes, 
principally  to  the  Medicines  Act.  To  make 
a  decision  before  we  have  got  a  second 
pharmacist  allowance  is  nonsense." 

The  current  return  on  selling 
medicines  was  in  no  way  a  professional 
fee,  Mr  Smith  said.  "But  if  we  can  give  a 
good  practice  allowance  on  a  points 
system,  to  give  the  right  incentive  to  those  . 
who  want  to  go  down  the  professional 
path,  then  it  should  be  available.  To  ask 
pharmacists  to  take  on  extra  duties  and  still 
pay  them  per  script  is  nonsense." 
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Little  surprise  at 
Lords  decision 

The  news  that  the  House  of  Lords 
has  banned  pharmacist  members 
from  voting  in  pharmacy  practice 
subcommittees  has  been  greeted 
philosophically . 

The  Lords  decided  last  week  {C&D 
p730)  that  the  two  contractor  or  employee 
pharmacists  on  each  six-man  plus  lay 
chairman  PPSC  would  not  be  allowed  to 
vote.  A  decision  has  yet  to  be  made 
whether  the  third  pharmacist  member,  to 
be  drawn  from  outside  community 
pharmacy,  would  be  allowed  to  vote. 

National  Pharmaceutical  Association 
director  Tim  Astill  said:  "We  are  not  too 
despondent;  we  have  always  known  that 
the  decision  of  a  PPSC  would  depend 
more  on  objectivity  and  the  attitude  of 
committee  members  rather  than  their 
particular  qualifications  or  vested 
interests.  Pharmacists  will  still  have  a 
major  input  into  committee  deliberations 
so  they  will  be  able  to  ensure  that  the  lay 
members  are  fully  informed  about  local 
circumstances." 

"I  will  be  looking  for  a  balance  of  the 
damage  that  the  decision  might  have  done 
when  the  guidelines  for  the  contract  are 
put  together,"  Pharmaceutical  Services 
Negotiating  Committee  deputy  chairman 
David  Coleman  told  C&D.  "We  want  to 
ensure  that  these  are  sufficiently  clear  so 
that  'necessary  and  desirable'  doesn't 
include  tobacconists  and  grocers  opening 
pharmacies." 

PSNC  member  Bob  Worby  said  his 
concern  now  was  for  pharmacists 
disadvantaged  by  leapfrogging  during  the 
long  delay  in  implementing  the  contract. 
He  wants  to  see  a  quid  pro  quo  with  the 
Government  for  an  extension  of  the 
compensation  scheme,  in  return  for  the 
problems  caused  by  the  delay.  These 
people  will  not  be  below  the  16,000 
prescriptions  a  year  until  the  second  year 
of  the  compensation  offer.  It  makes  sense 
to  have  ongoing  compensation." 

PSNC  member  and  NPA  chairman 
Alan  Facer  said  he  was  "bitterly 
disappointed"  by  the  decision.  His 
personal  view  was  that  it  was  essential  to 
fight  for  the  third  pharmacist's  vote. 

PSNC  member  Alan  Spivack  told  C&D 
that  he  didn't  think  the  Committee's  policy 
will  have  altered  following  this  reverse. 
"We  have  got  to  have  some  control  of  who 
opens  where  from  within  the  profession." 

Pharmaceutical  Society  Council 
member  and  Essex  contractor  Nick  Wood 
said  pharmacy  did  have  a  good  case,  but 
the  Lords  were  looking  from  outside,  and 
doing  what  they  felt  was  in  the  public 
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interest.  "Although  we  may  regret  the 
decision  we  are  effectively  presented  with 
a  fait  accompli.  And  it  remains  to  be  seen 
whether  it's  best  for  pharmacy.  Personally 
I  don't  think  it's  a  disaster." 

Holyhead  contractor  Richard  Thomas 
said  the  Lords  decision  was  "a  professional 
insult".  The  question  now  was  whether 
pharmacy  should  go  along  with  it.  "I  think 
it  is  going  to  be  imposed  on  us  anyway,  but 
it  is  a  fundamental  right  that  you  should  be 
able  to  vote  on  your  future." 

Pharmaceutical  Society  Council 
member  and  Pharmacists  Against  the 
Contract  founder  member  Alan  Nathan, 
saw  the  decision  differently.  "It  just  proves 
what  I  have  been  saying  all  along. 
Whether  the  Government  intended  this 
from  the  beginning  I  don't  know,  but  it  is 
not  going  to  deliver  the  protection  from 
leapf  roggers  on  which  the  package  was 
sold  to  contractors.  PSNC  should  be 
honour  bound  to  reject  the  contract." 
■  A  decision  on  a  date  for  implementation 
of  the  new  contract  has  yet  to  be  made, 
Health  Minister  Tony  Newton  told  the 
Commons  in  a  reply  on  November  3. 


Last  but  one 
leaflet  mailing? 


A  further  40  copies  of  the  DHSS 
leaflet  "Drugs;  What  you  can  do  as 
a  Parent"  will  be  mailed  to 
community  and  hospital 
pharmacists  in  November. 

There  will  be  no  mailing  to  pharmacies 
in  Scotland  and  Northern  Ireland.  In 
January  there  will  be  a  final  mailing  of  the 
leaflet  in  England  and  Wales,  and  a  copy 
of  the  Drug  Manual  for  pharmacists 
currently  being  produced  by  the  Society. 

There  are  no  firm  commitments  for  the 
mailing  of  further  leaflets  at  present  says 
the  Society.  However,  organisations  have 
been  asked  about  possible  participation  in 
1987. 


OTC  steroids  in 
the  Spring? 

Topical  hydrocortisone 
preparations  and  sustained  release 
ibuprofen  may  be  available  for  sale 
from  pharmacies  early  next  year. 

The  formalities  enabling  these 
products  to  be  sold  over  the  counter  are 
drawing  to  a  close.  The  Department  of 
Health  has  issued  a  consultation  letter 
(MLX  159)  saying  that  "several  named 
products"  which  have  been  approved  by 
the  licensing  authority  are  to  be  excluded 
from  the  POM  class. 

Comments  are  invited  by  December  31 
after  which  an  amending  Order  will  be 
laid  before  Parliament.  The  DHSS  believes 
it  should  be  possible  for  topical 
hydrocortisone  to  be  on  sale  in  pharmacies 
early  next  year.  However,  the  Proprietary 
Association  of  Great  Britain  thought  the 
enabling  legislation  would  be  unlikely  to 
be  completed  before  early  March. 

The  Department  is  also  proposing  to 
control  as  POM,  liquid  preparations  of 
podophyllum  resin  for  external  use,  and  to 
delete  Debrisan  from  the  POM  list.  At 
present  the  maximum  strength  specified 
for  dentifrices  equates  with  1500  ppm 
fluoride  ion.  A  provision  will  be  added  so 
that  when  two  or  more  fluorides  are 
combined  the  maximum  strength  of  the 
combination  is  1500  ppm. 

Another  consultation  letter  (MLX  160) 
says  the  DHSS  proposes  to  remove  the 
following  substances  from  GSL  for  safety 
reasons:  Sassafras  and  sassafras  oil, 
birthwort,  inositol  nicotinate,  serpentary 
and  safrole.  The  Medicines  (Products 
other  than  Veterinary  Drugs)  (General 
Sale  List)  Order  1984  (SI  1984  No  769)  will 
also  be  amended  to  remove  products 
containing  aloxipnn  or  aspirin  which  state 
on  the  label  that  they  are  for  use  by  people 
under  12. 
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PGC  claims 
Lords  success 

Pharmaceutical  General  Council 
(Scotland)  chairman  Ian  Mullen 
says  the  outcome  of  the  Lords 
debate  on  the  new  contract  last 
week  justified  the  Council's  behind 
the  scenes  work. 

Mr  Mullen  says  that,  in  addition  to  the 
composition  of  pharmacy  practice 
subcommittees,  the  Lords  were  concerned 
about  the  apparent  disparity  in  payments 
to  essential  pharmacies  between  England 
and  Scotland.  "We  were  able  to  tell  their 
Lordships  that  of  the  51  essential 
pharmacies  in  Scotland  dispensing  less 


Role  assurance 

Scottish  pharmacists  have  no  desire 
to  encroach  on  other  health 
professions  in  any  extended  role. 

This  assurance  was  given  by  the 
chairman  of  the  Pharmaceutical  General 
Council  Ian  Mullen  at  the  first  of  two 
consultative  meetings  in  Scotland  on  the 
Government's  proposals  for  primary 
health  care.  Mr  Mullen  told  the  meeting, 
in  Edinburgh,  that  the  majority  of  the 
public  attempted  some  form  of  self 
medication  before  seeking  medical 
advice. 

Sterling  denies 
suppressed  data 

Sterling  Winthrop  have  reacted 
strongly  to  a  page  article  in 
Monday's  Guardian  alleging  that 
they  tried  to  suppress  unfavourable 
clinical  trial  results. 

The  allegations  surround  trials  at  St 
Thomas'  Hospital  in  the  early  '80s  on  the 
oral  congestive  heart  failure  drug 
amrmone.  Doctors  assumed  that  Sterling- 
Wmthrop  had  obtained  a  clinical  trials 
certificate  from  the  Department  of  Health. 
And  they  say  that  when  they  tried  to 
publish  that  more  than  half  the  patients  in 
the  trial  suffered  adverse  reactions, 
Sterlmg-Wmthrop  used  unethical  means 
to  discredit  results  and  to  delay  research. 

Sterlmg-Wmthrop  in  a  statement, 
printed  in  abbreviated  form  in  the 
newspaper,  "categorically  deny  that  the 
company  made  any  attempt  to  discredit, 
delay  or  suppress  amrinone  research  at  St 
Thomas'  Hospital." 

The  Department  of  Health  is  reported 
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than  1,300  prescriptions  per  month  only 
one  full-time  pharmacy  was  dispensing  as 
few  as  500  scripts  a  month. 

"The  position  is  anomalous  and  we 
have  continually  put  the  problem  before 
the  Scottish  Office.  But  we  will  have  to  be 
careful  that  in  pressing  for  fairer  treatment 
for  Scotland  we  are  not  also  forced  to 
accept  rural  dispensing  committees, 
competition  with  dispensing  doctors  and 
other  facets  of  the  English  remuneration 
system,"  Mr  Mullen  warns. 

Under  Secretary  for  Health  Baroness 
Trumpington  has  sought  to  allay  fears  over 
the  treatment  of  Scottish  essential  small 
pharmacies.  She  assured  SDP  peers  Lord 
Taylor  of  Gryfe  and  Lord  Kilmarnock  this 
week  that  Scottish  ESPs  will  be  no  worse 
off  under  the  scheme  currently  being 
negotiated. 


as  saying  that  there  was  insufficient 
evidence  to  institute  criminal  proceedings. 

In  a  further  statement  on  Thursday 
Sterling-Winthrop  say  that  the  trial  — 
using  IV  amrinone  —  had  a  clinical  trials 
certificate.  The  trialists  had  subsequently 
asked  for  the  oral  capsules  to  try  on 
patients  who  had  responded  to  the  IV 
drug.  The  company  pointed  out  the 
limitations  of  the  clinical  trial  certificate 
but  said  supplies  could  be  made  on  a 
named  patient  basis. 

Sterling-Winthrop  say  they  were 
unhappy  with  the  trial  because  trial 
supplies  were  being  passed  outside  the 
trial  team.  The  IV  drug  was  also  being 
injected  into  the  coronary  arteries,  without 
notifying  the  company  or  DHSS. 

The  company  say  that  the  drug  has 
been  registered  in  many  countries, 
including  the  USA,  where  100,000 
patients  have  been  treated;  UK  approval  is 
pending. 

The  Association  of  Pharmaceutical 
Importers  is  holding  off  on  its  threatened 
legal  action  over  parallel  import  brand 
names  (see  C&D  last  week  p731)  "for  a  few 
more  days".  The  Association  told  the 
DHSS  that  it  would  be  calling  for  a  judicial 
review  on  the  question  of  dispensing  drugs 
with  a  different  "foreign"  brand  name  from 
that  prescribed  if  the  Department  had  not 
replied  by  the  end  of  the  week.  The 
Association  had  not  had  a  reply  by 
Tuesday,  chairman  Brian  Lewis  told  C&D, 
but  still  intends  to  go  ahead  with  the  action 
if  it  does  not  receive  one. 

Whaley  Chemists  Ltd,  of  30  Sheep  Street, 
Rugby,  point  out  they  are  not  the 
wholesaler  mentioned  last  week  in  a  story 
about  a  pharmacist  convicted  of  tax 
offences  (p730).  The  company  was 
Wyley's  Wholesale  Chemist,  of  Curriers 
Close,  Coventry,  who  sold  out  to  Barclays 
some  ten  years  ago. 


Pharmacy  has 
changed,  so 
should  you 

Many  pharmacists  still  do  not 
appreciate  that  their  role  is 
changing.  The  National 
Pharmaceutical  Association's 
director,  Tim  Astill,  recently 
reminded  pharmacist's  that  they 
are  no  longer  small-scale  medicine 
makers  and  that  they  need  to 
support  the  efforts  to  tell  the  public 
what  a  pharmacist  is  capable  of. 

Mr  Astill  was  speaking  at  the 
Pharmaceutical  Society  Scottish 
Conference  in  Pitlochry,  last  weekend. 

The  pharmacist's  task  now  is  to  ensure 
that  the  patient  gets  the  correct  or  most 
appropriate  medicine  in  the  correct  form 
and  strength  and,  most  importantly  to 
ensure  that  the  medicine  is  used 
effectively,  Mr  Astill  said. 

"But,  sadly,  many  pharmacists  have 
still  not  come  to  terms  with  the  changes. 
Research  has  shown  that  many 
pharmacists  still  regard  their  rightful  place 
as  rooted  to  the  floor  in  front  of  the 
dispensing  bench  rather  than  face  to  face 
with  patients  and  customers." 

Mr  Astill  said:  "I  have  become 
convinced  that  my  most  difficult  task  is 
communicating  with  the  NPA 
membership." 

Pharmacists  are  extremely  busy  and 
are  bombarded  daily  with  a  mass  of 
literature,  most  of  it  of  persuasive  intent. 
Only  a  tiny  number  of  the  ideas  in  this 
avalanche  of  print  will  ever  strike  home. 
We  must  therefore  rely  on  constant 
repetition  until  there  is  a  financial  carrot  to 
encourage  pharmacists  to  get  out  of  their 
dispensaries  and  spend  more  time  getting 
messages  across  directly  to  their  patients, 
Mr  Astill  said. 

The  NPA  also  saw  a  need  to  get  a 
message  across  to  the  public  and 
embarked  on  its  advertising  campaign.  Mr 
Astill  emphasised  that  the  prime  objective 
of  the  campaign  is  to  increase  public 
awareness  of  the  pharmacist's  expertise 
and  availability.  The  campaign  may  also 
help  to  get  the  "changing  role"  message 
over  to  pharmacists. 

The  public  can  be  expected  to  use 
pharmacies  more  often  if  they  can 
recognise  them  more  readily,  Mr  Astill 
said:  "It  is  essential  that  all  community 
pharmacies  display  the  green  cross 
prominently;  the  cost  of  an  illuminated 
green  cross  sign  must  surely  be  well  within 
the  capital  budget  of  all  viable 
pharmacies." 
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■TOPICAL  REFLECTIONS^ 

By  Xrayser 


intimidated . . . 

A  pharmacist  who  claimed  he  was 
intimidated  into  supplying  drugs 
for  an  epiletic  drug  addict  was  fined 
£1 ,000  by  Thames  magistrates  last 
Friday. 

Mr  Chabbinauth  Maharaj,  of  Revelton 
Road,  Brockley,  admitted  four  offences  of 
supplying  drugs  this  year  to  epileptic 
Raymond  Smith,  and  asked  that  three 
similar  offences  be  taken  into  account. 

Defence  counsel,  Mr  Jonathan  Fisher, 
said  Mr  Smith,  who  was  working  at  Mr 
Maharaj's  pharmacy,  continually 
harrassed  Mr  Maharaj  to  give  him  larger 
doses  and  greater  strengths  of  Mysoline, 
:emazapam,  dihydrocodeine  and 
Duromine  tablets.  On  five  occasions  Mr 
Smith  had  altered  doctor's  prescriptions  to 
ncrease  strength  and  dosage,  and  Mr 
Maharaj  had  filled  these  prescriptions. 
3olice  had  been  called  in  several  times 
when  Mr  Smith  had  pushed  Mr  Maharaj 
iround  demanding  drugs.  The  matter 
:ame  to  a  head  when  a  Society  inspector 
visited  Mr  Maharaj's  pharmacy. 

Mr  Maharaj,  who  had  been  a 
jharmacist  for  13  years,  was  fined  £250  on 
?ach  of  the  four  charges.  He  now  faces 
irofessional  disciplinary  proceedings  and 
las  put  his  pharmacy  on  the  market. 

Which?  takes 
views  on  NHS 

The  Consumers'  Association 
nagazine  Which?  is  carrying  out  a 
■najor  survey  to  discover  exactly 
what  consumers  think  of  the  NHS. 

The  results  of  the  survey  will  be 
Dublished  in  the  New  Year.  It  aims  to  find 
)ut  what  patients  think  of  their  GPs  and 
existing  health  care  provisions. 

The  survey  follows  publication  of  the 
Government's  discussion  document  on 
Drimary  health  care.  Which  ?  says  it 
velcomes  the  apparent  interest  in 
ronsumer's  feelings,  but  questions 
vhether  the  document's  proposals  really 
iddress  themselves  to  the  serious 
jroblems  facing  the  NHS. 

Free  leaflets  outlining  the 
Government's  proposals,  and  inviting 
:omment  from  the  public  are  available 
rom  DHSS  Leaflets  Unit,  PO  Box  21, 
Jtanmore,  Middlesex,  HA7  1AY. 


1&D  Price  List:  Several  Lady  Jayne 
iroducts  shown  as  discontinued  in  the 
lovember  8  Supplement  are  still 
vailable.  The  products  will  be  shown  as 
orrections  in  the  Nov  15  Supplement. 


Over  the  top 

I  don't  often  moan,  but  today  I  swore  under 
my  breath  for  some  considerable  time. 
These  thrice  accursed  plastic  tops  on  their 
plastic  containers!  The  Moduretic 
container  is  a  soft  white  plastic.  The  lid, 
once  the  seal  is  broken,  is  virtually 
impossible  to  replace.  Busy  dispensing 
makes  simple  things  like  good  tools 
important.  What  a  pleasure,  for  example, 
to  use  the  Heminevrm  bottles  with  their 
nice  big  well-fitting  lids,  or  Feldene,  or 
Fenopron?  After  these  delights  I  came  to  a 
new  container  of  bendrofluazide  with  its 
sealed  push-on  lid.  I  tore  off  the  seal  easily 
enough,  but  do  you  think  I  could  get  the 
top  off?  That  tiny  out-jutting  tag  of  stiff 
unyielding  plastic  nearly  punctured  my 
thumb.  I  didn't  think  I  had  particularly  soft 
hands,  but  it  hurt!  My  girls  can't  open 
them  either  .  .  . 

Anyway,  there  I  was,  struggling  with  a 
bench  full  of  scripts  and  a  shopful  of 
waiting  patients,  all  watching  when 
suddenly,  success!  Off  flew  the 
top  .  .  .  with  the  1,000  bendrofluazide 
tablets  in  a  spendid  fan-like  display  of 
flying  UFO's  (except  they  weren't 
unidentified).  All  over  the  counter,  all 
over  the  floor,  with  at  least  ten  pairs  of  eyes 
observing  the  antics  in  my  open 
dispensary.  Of  course  I  swore,  smiling 
through  my  teeth  like  a  ventriloquist 
saying:  "Gottle  o'  gear".  I  don't  know  who 
designs  these  flaming  containers  but  I'd 
love  to  get  them  working  with  me  for  a 
couple  of  days! 

And  while  I'm  at  it  I  may  as  well  moan 
about  the  so-called  fit  of  the  separate  lids 
which  my  suppliers  send  when  they 
deliver  my  plastic  tablet  bottles.  They  look 
the  right  size,  but  some  you  can  hardly 
screw  on.  It's  a  real  pain,  with  no 
consolation  at  being  told  to  return  them  for 
credit,  when  you  want  to  use  them  now. 


Leaping  frogs 

Last  week,  or  maybe  the  week  before,  I 
said  it  was  easy  enough  to  pick  a 
leapfrogger.  I  had  a  letter  from  one, 
almost  by  return  of  post  which,  to  be 
honest,  was  worth  reading  and  set  me  back 
more  than  somewhat.  Three  pages  of  well 
written  justification  from  a  man  who,  after 
a  year  of  negotiation  with  an  owner  who 
offered  to  sell  but  was  too  intransigent  to 
be  pinned  down  to  actual  terms,  stopped 
trying  to  negotiate  and  opened  a  year  after 
that  in  different  premises. 

The  argument  made  sense,  although 
the  unwritten  justification  was  in  part  that 
of  the  single  private  man  against  the 
various  multiples.  His  motives  were  not 


dishonourable  —  which  I  believe  —  but 
none  of  this  diminishes  the  damage  which 
can  be  done  by  the  intercept  pharmacy.  If 
we  are  honest,  many  of  the  long 
established  pharmacies  of  today  are  the 
leapfroggers  of  yesterday. 

The  question  of  success  in  any  venture 
is  tied  up  with  site,  quality  of  service  and 
competition.  Of  these,  in  my  opinion,  site 
is  by  far  the  most  critical,  since 
convenience  is  the  major  priority  for  most 
people  unless  they  know  of  good  reasons 
for  making  a  discriminatory  choice.  In  our 
attempt  to  oet  some  degree  of  security  the 
limitation  of  contract  seems  an  achievable 
way  of  getting  it.  But  with  the  erosive 
effects  caused  by  the  rash  of  leapfroggers 
since  it  was  proposed,  and  the  passing  of 
so  much  time,  I  am  beginning  to  doubt 
whether  it  can  remain  valid. 

The  cost  in  terms  of  smaller 
pharmacies  was  not  as  high  as  opponents 
originally  thought,  but  the  musical  chairs 
syndrome  that  has  followed,  with  around 
600  new  premises  registered,  must  have 
drastically  upset  earlier  calculations. 
Upset  them  to  the  point  that,  what  with  the 
whittling  down  of  our  benefits,  PSNC  must 
be  asked  to  upgrade  its  calculations  and 
make  sure  we  don't  end  up  with  a  skmfull, 
(of  warts)  in  exchange  for  our  valuable 
Basic  Practice  Allowance,  to  mention  just 
one  goody.  Although  I  believe  the 
contract  envisages  competition  being 
allowed  where  it  can  be  shown  to  be 
needed,  if  it  is  delayed  much  longer  such 
niceties  will  be  academic. 


Four  hourly 

I  noticed  someone  suggesting  "plain 
English"  labels  would  save  millions.  I  had 
to  read  it  because  I  wasn't  certain  whether 
they  meant  millions  of  people  or  just 
money.  Alas,  it  was  only  money,  but  it 
might  save  some  people  from  discomfort. 

I  had  a  lady  in  the  other  day  querying 
whether  she  ought  to  continue  taking  four 
tablets  an  hour.  We  hadn't  dispensed  the 
script,  which  was  for  codeine  phosphate 
15  mg  tablets,  labelled  "Take  two,  four 
hourly  if  needed"  and  dispensed 
yesterday,  I  noted  with  relief.  I  gave  her  a 
new  label  with  instruction  amended  to 
"Two  tablets  to  be  swallowed  at  four  hourly 
intervals,  if  needed."  I  didn't  feel  all  that 
clever  either  as  I  wrote  this  —  until 
recently  I  would  have  put  exactly  the  same 
label  on  her  container.  But  of  late,  having 
a  number  of  customers  with  poor 
understanding,  I  have  had  to  buck  up  my 
ideas  and  write  labels  which  make  sense 
for  them.  It's  strange  how  I  dislike  the  idea 
of  writing  the  word  "swallow".  We  mean 
that  but  continue  to  use  that  ridiculous 
word  "take"  .  .  .  Take  where? 
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UNICHEM  CONVENTION 


AIDS  —  condoms  and 
gloves  for  prevention, 
but  no  clinical  data 


In  the  US  the  condom  is 
advertised  as  suitable  for  the 
prevention  of  sexually 
transmitted  diseases, 
including  AIDS.  The  London 
Rubber  Company  is  pressing 
the  UK  Government  to  allow 
the  same  policy  here. 

The  US  Government  has  come  up  with  an 
accepted  standard,  Mr  Nick  Hodges,  LRC 
director  and  divisional  general  manager 
told  delegates  at  the  opening  session  of 
Unichem's  1987  Rio  Conference.  His 
company  is  urging  the  UK  government  to 
follow  suit,  although  LRC  accepts  there  is 
no  clinically  acceptable  data  in  either 
country  at  present. 

Speaking  on  AIDS  —  the  "20th 
Century  plague"  —  Mr  Hodges  said  it  was 
vital  the  pharmaceutical  profession 
understands  what  is  currently  known  about 
the  disease  so  that  they  can  give  everyday 
advice  to  people  in  all  walks  of  life  from 
their  pharmacies. 

LRC,  too,  had  a  part  to  play  as  world 
leaders  in  barrier  protection  and 
dominators  of  the  UK  sheath  market  (96 
per  cent  share)  and  glove  market  — 
surgeon's  (90  per  cent),  medical  (50  per 
cent)  and  industrial  (60  per  cent). 

AIDS  was  now  acknowledged  to  be 
spread  by  both  homosexual  and 
heterosexual  intercourse,  Mr  Hodges  said, 


Nick  Hodges,  LRC  director  and  divisional 
general  manager 

with  10-15  per  cent  of  bisexual  gays  acting 
as  a  bridging  group.  Public  health  officials 
had  warned  the  proportion  of 
heterosexuals  carrying  the  infection  might 
increase  dramatically. 

AIDS  is  also  spread  via  contaminated 
blood  products  and  needle-stick  accidents 
with  the  medical,  nursing  and  dental 
professions  vulnerable  through  exposure 
to  carriers.  Hepatitis  B  could  be  similarly 
transmitted,  also  through  saliva  and  body 
fluids,  making  barrier  protection  for  all 
three  groups  essential,  when  there  is 
exposure  to  blood  or  tissue  fluids, 
according  a  recent  medical  working 
party. 

LRC  research  has  shown  the  AIDS 
virus  cannot  pass  through  a  condom 
membrane  but  the  company  still  has  no 
clinical  evidence  which  will  allow  the 
company  to  make  "claims  of  a  medical 
nature"  to  the  public,  said  Mr  Hodges. 
"Nevertheless,  the  overwhelming  body  of 
medical  opinion  is  that  the  use  of  condoms 
can  significantly  reduce  the  risk  of 
infection." 

As  public  awareness  of  AIDS 
increased  the  demand  for  latex 
'procedure'  gloves  will  increase.  LRC  are 
to  launch  a  'presenter'  to  all  pharmacies  on 
all  their  available  surgical  gloves  and  are 
developing  special  dental  gloves  and  an 
improved  starch-free  surgeon's  glove. 
However,  as  yet  there  was  no  evidence  of 
an  up-tum  in  the  UK  condom  market 
because  of  AIDS.  Any  increase  has  been 
due  to  a  decline  in  Pill  usage. 

Mr  Hodges'  message  to  pharmacists 
was  to  prepare  to  give  sympathetic  and 
professional  advice  on  AIDS,  as  well  as 
other  health  care  matters. 


Roger  Hart,  the  UK  Consul  General  in  Rio 
de  Janeiro  —  the  'marvellous  city'  —  open- 
ing Unichem's  seventh  annual  phar- 
maceutical convention  proclaimed  himseli 
a  pharmactucal  expert  by  virtue  of  his 
numerous  visits  to  pharmacies  as  a  con- 
sumer. The  need  to  publish  clearly  after- 
hours  opening  times  was  underlined  when 
he  remarked  at  his  frustration  at  rarely  fin- 
ding the  "rota  chemist'  on  his  first  attempt 


Drugs  at  a 
price 


Calm  after  the  storm  was  the  hope 
from  Richard  Jenkins,  Abbott 
Laboratories'  financial  director,  in 
his  review  of  UK  pharmaceutical 
pricing. 

"Many  of  the  current  concerns  on 
prices,  the  drug  bill,  promotion,  transfer 
pricing  and  the  rest,  have  been  with  us  for 
the  last  40  years.  Periods  of  calm  have 
alternated  with  periods  of  crisis,  and 
certainly  the  trials  of  the  last  three  years 
have  been  something  of  a  crisis  for  the 
industry,"  Mr  Jenkins  said.  "I  believe  we 
can  hope  that  the  revised  Pharmaceutical 
Price  Regulation  Scheme  gives  us  the 
opportunity  for  a  period  of  calm,  at  least 
for  the  next  couple  of  years. 

"Beyond  that,  history  suggests  that  we 
should  be  on  our  guard!" 

Mr  Jenkins  said  that  four  elements  of 
the  new  PPRS  —  profitability  levels  up,  an 
increased  "grey  area"  rate  of  return 
allowance,  profits  linked  to  UK  industry 
average,  and  compensation  for  export 
success  —  represented  a  return  by  the 
DHSS  to  its  previous  balance  of  objectives 
in  the  scheme.  However,  the  fifth  element 
of  the  new  PPRS  had  caused  some  dissent 
among  ABPI  members  but  the  DHSS  had 
reassured  companies  and  the  scheme 
would  be  implemented. 


Unichem  chairman  David  Mair  at  the 
opening  session  pointing  the  way  ahead  to 
a  successful  convention  spiced  with \ . .  the 
unique  attitude  of  friendship  and  kinship 
that  is  their  hallmark' 


Chemist  &  Druggist  8  November  1986 


UK  CONTRACEPTIVE 


Beecham 
^rr  


ST  jm      S      mi  g 


Each  tablet  disperses  quickly 
and  pleasantly  in  the  mouth 

30  TABLETS 


healthy  teeth 
and  bones 

60  TABLETS 


I 


You  spoke.  We  listened. 


In  answer  to  your  requests  Beecham  have  available,  right  now,  two  new  pharmacy-only  products. 
Firstly,  Beecham  75mg  Aspirin  to  help  you  satisfy  continuing  adult  demand.  Secondly,  Beecham 
Calcium  Supplement  to  respond  to  the  increasing  awareness  of  the  risk  of  calcium  deficiency. 

Both  have  been  developed  by  Beecham,  specifically  so  that  you,  the  pharmacist,  can  meet 
increased  consumer  demands;  at  the  same  time  making  a  healthy  profit  for  yourself. 
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for  sensitive  teeth 
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d  to  corner  the  market 


New  Sensodyne  F  completes  our  range. 

It  contains  a  new  unique  active  in- 
gredient and  an  effective  level  of  fluoride  for 
protection  against  tooth  decay. 

Sensodyne  F  will  expand  the  sensitive 
toothpaste  market  and  will  attract  new  users1 
to  give  you  high  extra  profits. 

Sensodyne  is  supported  by  a  massive 

Sensodyne  F  is  avai 


£2  million  national  TV  campaign,  and  exciting 
new  on-pack  offers.  Next  burst  TV  featuring  all 
3  Sensodyne  toothpastes  starts  in  December  and 
continues  through  January. 

So  stock  up  right  now  with  Sensodyne  F, 
Mint  and  Original  to  meet  the  biggest  demand 
ever!  They  are  all  you  need  to  take  your  full 
share  of  sensitivity  profits. 

lable  in  45ml  size  only. 


NEW  SENSODYNE  E  SENSODYNE  MINT  SENSODYNE  ORIGINAL. 

SENSODYNE  TOOTHPASTES 

NOW  MORE  SALES  FOR  EVEN  BIGGER  PROFITS. 


Stafford-Miller  Ltd..  Hatfield,  Herts.  ALIO  ONZ.  Tel.  Hatfield  61151 

1.  Independent  Consumer  trial  1986.  Data  on  file,  Stafford-Miller  Limited. 


UNICHEM  CONVENTION 


Grocers  get  the  'Great 
edicines  Robbery'  underway 


harmacists  are  allowing 
themselves  to  be  robbed  of 
their  turnover  and  profits  by 
supermarkets  and  drugstores 
who  are  now  set  to  hijack 
medicines  as  well,  according 
to  Beecham  Proprietaries- 
Medicines  general  sales 
manager,  David  Weston.  He 
suggested  that  the  size  of  the 
medicines  booty  put  the  Rio 
resident  Ronnie  Biggs'  £2.5 
million  Great  Train  Robbery 
way  back  down  the  line. 

The  "Crown  Jewels"  of  pharmacy  are  the 
'P'  brands,  Mr  Weston  said.  "However, 
strong  branded  and  own  label  GSL 
products  are  emerging  and  gradual 
changes  in  consumer  loyalties  could  eat 
away  at  what  looks  like  an  impregnable 
pharmacy  position."  For  example, 
pharmacies  only  took  40  per  cent  of  the 
£26m  colds  treatment  market,  up  37  per 
cent  over  the  last  four  years. 

"Manufacturers  like  us  could,  I 
suppose,  stop  selling  aggressively  to 
supermarkets.  It  would  certainly  make  life 
simpler  and  more  economical  for  us  to  sell 
through  just  one  type  of  outlet.  But  markets 
don't  operate  for  the  convenience  of 
manufacturers,"  Mr  Weston  said.  To  stop 
the  rot  and,  perhaps,  even  regain  some  of 
the  loot  taken  from  them,  pharmacists  had 
to  take  much  greater  advantage  of  their 
considerable  OTC  market  strengths. 

Pharmacists  were  accessible  to  the 
public,  and  were  experts  in  health  care 
whereas  grocers  and  drug  store 
proprietors  were  not.  And  pharmacists 
had  exclusive  control  of  medicines  which 
were  often  extensively  advertised. 

"Although  I  believe  your  professional 
authority  is  ultimately  more  powerful  than 
everything  else,  it  is  also  more  vulnerable." 

Mr  Weston  said  the  consumer,  with 
considerable  prompting  from  the  media,  is 
becoming  better  informed  on  health 
matters  —  or,  at  least,  thinks  he  is  and 
wants  to  play  a  more  active  role  in  making 
health  care  decisions.  "How  many  of  you 
have  had  the  experience  of  recommending 
medicine  A'  —  only  to  have  the  customer 
settle  on  medicine  'B'  which  she  saw 
advertised  on  the  telly.  Let's  remember  too 
that  less  than  20  per  cent  of  OTC 
purchases  are  made  on  recommendation." 
"However,  even  if  consumers  don't 
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David  Weston.  Beecham  Proprietaries 
Medicines  general  sales  manager. 

ultimately  take  the  advice  they're  given, 
the  fact  remains  that  they  do  appreciate 
being  given  it.  So  it's  important  that  the 
pharmacist  makes  himself  accessible, 
approachable  and  friendly . . ." 

Pharmacies  should  not  be  starkly 
clinical,  said  Mr  Weston,  but  tidy,  well- 
organised,  professional  and  welcoming. 
And  there  were  lessons  to  be  learned  from 
the  way  non-pharmacy  outlets  presented 
their  GSL  medicines.  "They  have  'trained' 
their  customers  to  pick  up  packs  from  well- 
organised  shelves . . .  examine  those 
packs. .  .weigh  up  particular  benefits 
against  price . . .  and  then  make  their 
purchasing  decisions." 

Mr  Weston  said  this  was  easier  for  them 
because  they  carried  smaller  ranges. 
"Why  can't  you  beat  those  non-pharmacy 
outlets  at  their  own  game?"  The  reason  was 
the  Pharmaceutical  Society  rules  about 
supervision.  "Although  in  a  grocery  shop, 
GSL  lines  can  be  displayed  anywhere,  in  a 
pharmacy  those  same  GSL  lines  have  to  be 
crammed  around  the  counter  —  restricted 
almost  as  much  as  'P'  lines. 

"Well,  I  think  that's  daft,"  Mr  Weston 
said.  "I  suggest  the  time  has  come  to  lobby 
for  a  change  in  the  rulebook!" 

People  are  used  to  looking  at  displays 
to  find  out  what  is  available  and  don't  have 
time  to  ask  an  assistant. 

Pharmacists  should  give  display  and 
recommendation  support  to  advertised 
brands  to  inspire  their  manufacturers  to 
re-invest  in  the  development,  launch  and 
advertising  of  new  brands.  "And  it's  new 
brands  which  represent  the  best 
opportunity  for  expanding  the  total  market 
for  both  GSL  and  Pharmacy  only 
products." 

Said  Mr  Weston:  "It  will  come  as  no 
surprise  to  you  that  we  do  not  agree  with 
the  lobby  for  creating  a  class  of  'P' 
products  which  are  not  advertiseable  and 
would  therefore  have  to  rely  on 
recommendation  only." 


'Golden  list?' 

"Pharmacy  has  a  chance  to  develop 
more  quickly  over  the  next  few 
years  than  it  has  in  the  past,  as  the 
impact  of  the  Limited  List  works 
through,"  according  to  John  Porter, 
Reckitt  &  Colman's  national  sales 
manager. 

Successful  pharmacists  will  be  those 
who  take  advantage  of  the  new  opportunity 
to  counter  prescribe  and  adjust  the 
pharmacy  to  account  for  the  new 
marketing  force  of  greater  consumer 
knowledge  of  medicines,  said  Mr  Porter, 
who  gave  a  three-stage  guide  on  how  to 
allocate  space  within  a  business. 
1 .  What  are  the  major  market  categories 
that  constitute  the  chemist  business? 


Total 

Chemist  share  % 

Market  category 

turnover  £m 

Shelf 

in  rank  order 

rsp 

space % 

OTC  medicines 

431 

35 

Toilet  nes 

1070 

32 

Perfumery/cosmetics 

598 

12 

Disposable  nappies 

130 

5 

Baby  foods 

104 

4 

Sanpro 

114 

4 

Photographic 

415 

4 

Health  foods 

280 

3 

First  aid  dressings 

19 

1 

Total 

3161 

100 

2.  How  do  these  markets  in  turn  divide 
into  different  product  categories? 


Market  %/ 

Categories 

£m  value 

shelf  space 

Analgesics 

95 

22 

Indigestion 

27 

6.2 

Stomach  upset 

10 

2.3 

Laxatives 

12 

2.8 

Skin  treatments 

21 

4.9 

Acne  skin  products 

16 

3.7 

Vitamins 

59 

13.6 

Eye  care 

8 

1.8 

Coughs 

45 

10.4 

Cold  remedies 

33 

7.7 

Sore  throat 

55 

12.7 

Haemorrhoids 

4 

1 

Antiseptics 

20 

4.6 

Hay  fever 

4 

1 

Rheumatic  rubs 

12 

3 

Tonics 

7 

1.6 

Travel  sickness 

3 

0.7 

Total 

431 

100 

3.  What  share  is  taken  by  individual 
brands  within  these  product  categories? 

Within  any  product  category  there  will 
be  established  brand  leaders  that  are 
probably  television  advertised.  There  will 
also  be  smaller  non-advertised  brands  and 
there  will  be  generics.  This  is  where  an 
extra  factor  to  the  allocation  calculations  is 
important. 
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UNICHEM  CONVENTION 


'Generics  in  the  dock  —  a  case 
of  greed  all  round 

The  delegate  "jury"  gave  an  open  verdict  on  the  generics 
market  case  «;»uii  by  counsel  for  the  DHSS,  the  innovator*  the 
distributor,  the  pharmacist,  the  industry  and  the  defence  as 
presented  by  executives  of  three  manufacturers.  This  is  the 
judge's  summing  up . . . 


To  summarise  the  major  points  that  have 
arisen.  Some  issues  appear  straight 
forward,  others  more  complex.  Some 
issues  provide  general  agreement;  others 
apparently  irreconcileable  difierences. 

"Dealing  first  with  the  clear  cut  matters 
where  I  feel  able  to  give  a  direction  to  you, 
the  jury,  the  licence  of  right  issue  was  one 
where  all  groups  appeared  to  be  in 
harmony.  There  is  no  support,  even  from 
the  generics  industry  advocate,  for  the 
continuation  of  this  anomalous  piece  of 
legislation  and  it  should  thus  be  repealed. 
I  understand  that  steps  are  in  hand  to 
achieve  this. 

"Similarly,  on  the  trade  mark  issue,  the 
evidence  was  overwhelmingly  in  favour  of 
standardisation  of  colours  and  shapes 
around  the  innovative  brand,  subject  to 
acceptable  legal  controls  to  avoid  passing 
off  against  a  branded  product.  The  jury 
need  not  consider  these  points  further. 

"The  UK  generic  industry  advocate 
also  appeared  to  be  making  a  plea  for 
special  treatment  of  the  industry. 
Remembering  the  grounds  on  which  the 
action  was  brought,  you  should  consider 
the  point  carefully. 

"The  pay  master  is  supportive  of  social 
and  economic  grounds  but  will  be 
concerned  to  ensure  that  generic  prices 
are  set  to  give  value  for  money.  In  patient 
welfare  terms  the  relative  quality  merits  of 
UK  and  foreign  manufacturers  has  been 
raised  without  a  firm  conclusion  either 
way.  Where  product  distribution  is 
concerned  the  issues  appear  quite  clear 
cut.  On  the  one  hand,  cherry-picking  by 
pharmacy  contractors  appears  attractive 
and  has  been  argued  as  being  a  defensible 

Putting  the  case  for  generics  (from  left): 
Andrew  Kay,  marketing  manager,  CP 
Ltd.  Roy  Fitzsimmons,  commercial 
director,  William  Ransom  Ltd,  and  Keith 
Hemingway,  managing  director,  APS  Ltd 


approach.  This  must  be  weighed  against 
the  possible  long-term  detrimental  effect 
on  the  viability  of  the  traditional  full-range 
wholesaler. 

"The  central  issue  is  pricing  —  the 
price  charged  by  the  manufacturer  to  the 
distributor  or  the  contractor  and  the 


if  manufacturers  arid  importers  make  their  goods 
available  at  low  prices  in  pursuit  of  short  term 
market  share  gain,  and  contractors  accept  these 
offers  in  pursuit  of  short  term  profit,  then  the  Drug 
Tariff  must  move  down'  -  PAYMASTER 
Innovative  companies  are  required  to  grant 
licences  of  right  for  brands  after  16  years  to 
generic  manufacturers  but  not  to  agree  terms'  — 
INNOVATOR 

Tor  the  last  12  months,  supply  of  generics  has 
exceeded  demand  resulting  in  cut-throat  pricing 
at  both  retail  and  wholesale  level'  — 
DISTRIBUTOR 

If  a  new  generic  is  not  used,  the  product  will  not 
find  its  way  into  the  Drug  Tariff  and  thus  no 
medium  and  long-term  cash  savings  will  accrue 
to  the  DHSS . . .  Some  36  per  cent  of  all  scripts 
could  have  been  filled  with  generics  —  8  per  cent 
by  value  were'  -  PHARMACIST 
A  pharmacist  not  accepting  a  low  price  will 
subsidise  out  of  his  profits  those  pharmacists  that 
do'  -  PHARMACIST 

The  UK  generic  industry  needs  support  from 
community  pharmacy  to  seek  out  and  outlaw  all 
professionally  unacceptable  sources  of  supply.' 
-  GENERICS  INDUSTRY 


reimbursement  price  paid  by  the 
Government  for  the  dispensing  of  those 
same  goods.  The  most  accurate 
description  I  can  think  of  for  the  pricing 
issue  is  'turmoil'.  On  the  one  hand 
contractors  seek  lower  prices  and,  indeed, 
are  encouraged  to  do  so.  The  flames  are 
fanned  by  certain  elements  in  the 
distribution  network.  On  the  other  hand 
the  paymaster  is  obliged  to  reduce  the 
reimbursement  price  whenever  the  price 
paid  is  unrealistically  high.  I  can  offer  the 
jury  no  guidance  except  to  consider  the 
long-term  implication  of  whatever  view 
you  take . . . 

"The  market  is  complex  and  volatile.  In 
your  deliberations  you  will  appreciate  the 
growing  importance  of  generics.  Generic 
substitution  may  not  be  far  away.  I 
understand  a  pilot  study  may  start  in 
Scotland  soon.  Stability  may  become  the 
key  word  in  the  next  five  years." 


Dodd  goes  for  it! 

OPD,  lower  wholesale  margins  and 
discounts,  a  new  cost  rate,  Nuffield 
recommendations  and  generic 
substitution  —  all  are  on  the 
pharmaceutical  horizon  and, 
according  to  managing  director 
Peter  Dodd  (above).  Unichem  is  the 
company  to  steer  independent 
pharmacy  through  the  turbulence 
they  will  produce. 

Under  Secretary  for  Health  Baroness 
Trumpington  recently  predicted  a 
reduction  in  wholesaler  margins,  Mr  Dodd 
reminded  delegates.  "When  that  happens 
it  will  reflect  in  an  equivalent  lower 
incentive  to  the  pharmacist  and 
presumably,  if  the  Pharmaceutical 
Services  Negotiating  Committee  does  its 
job  properly,  a  lower  level  of  claw-back 
from  the  pharmacy. 

"We  also  have  the  steady  increase  in 
the  number  of  OPD  lines  with  the  lack  of 
cohesion  from  the  manufacturers  which 
we  predicted,  the  lack  of  direction  from 
the  Government  we  predicted  and 
consequently  few  of  the  benefits  of  OPD, 
once  again  as  we  predicted."  Mr  Dodd 
said.  OPD  could  only  be  of  full  benefit  if 
the  Government  directed  GPs  to  prescribe 
in  OP  quantities  and  similarly  instructed 
pharmacists  that  whatever  the  doctor 
prescribed  they  must  dispense  and  be 
reimbursed  for  the  nearest  pack. 

"The  fact  is  that  the  number  of  OPD 
lines  is  increasing.  It  is  going  to  carry  on 
escalating  the  costs  to  the  wholesaler  and 
the  inconvenience  in  the  pharmacy  and 
there  will  be  no  corresponding  benefit  to 
the  patient  or  taxpayer  until  Government 
issues  firm  directions." 

Mr  Dodd  said  that  the  disruption  within 
pharmacy  of  the  last  few  years  would 
continue  and  that  Unichem  was  the  only 
success  story  for  the  independent.  "Why 
should  any  independent  pharmacist  allow 
a  situation  where  profits  out  of  their 
pharmacies  are  taken  by  faceless 
shareholders  in  the  city,  or  private 
proprietors  of  wholesale  businesses? 

"Why  should  an  independent  support 
a  wholesaler  who  supplies  dispensing 
doctors  —  regardless  of  whether  or  not  he 
or  she  is  personally  affected? 

"Why  should  any  independent  deal 
with  a  wholesaler  which  owns  and  controls 
retail  pharmacies  —  regardless  of  whether 
or  not  he  or  she  is  personally  affected?" 
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A  company's 
new  beginnings 

A  new  company,  the  First  Years  (UK),  are 
introducing  a  range  of  120  baby  care 
products  (from  £0.99  to  £6.99)  for  young 
children  up  to  five  years. 

The  First  Years  is  the  sister  company  of 
The  First  Years  of  America,  part  of  the 
Kiddie  Corporation,  and  UK  managing 
director  Peter  Bailey  is  confident  the 
range  is  poised  to  capture  a  significant 
market  share  in  Britain. 

The  range  is  divided  fairly  equally  into 
three  colour  coded  catagories:  blue  for  the 
feeding  programme,  including  nursing 
accessories  and  pacifiers  through  to 
dinnerware  sets;  orange  for  playthings 
such  as  teething  rings  and  bath  toys,  and 
pink  for  childcare  equipment  from 
medicine  measures  to  child  locks. 

Free  display  stands,  subject  to 
minimum  orders,  are  available  from:  The 
First  Years  (UK)  Ltd,  September  House, 
Church  Lane,  Sheering,  Nr  Bishop's 
Stortford,  Herts  CM227NR. 

Mentadent  gel 
together 

Elida  Gibbs  are  adding  a  gel  toothpaste  to 
the  Mentadent  brand,  aimed  directly  at 
children  and  teenagers. 

"Gum  disease  is  the  biggest  single 
dental  problem  in  the  population  today" 
says  Mentadent  brand  manager  Keith 
Atkinson  "and  54  per  cent  of  11  year  olds 
are  sufferers".  Blue  Mentadent  Gel  (pump 
£0.79,  125ml  £0.69)  is  designed  to 
combine  gum  protection  with  an 
appealing  taste. 

The  new  gel  will  be  supported  by 
'solus'  national  television  advertising, 
starting  this  month.  The  £1.4m  advertising 
budget  will  make  it  the  biggest  gel 
advertiser  in  the  second  half  of  1986  and 
1987,  say  Elida  Gibbs.  A  large  tube  at  the 
promotional  price  of  £0.35  will  be 
available  at  launch.  Elida  Gibbs,  Hesketh 
House,  Portman  Square,  London  WIS. 


Extra  style 


Elida  Gibbs  are  launching  a  200ml  version 
of  their  Sunsilk  styling  mousse  (£1.79), 
which,  they  say,  will  reflect  a  22  per  cent 
saving  on  the  larger  size. 

Coinciding  with  this  launch,  the  100ml 
cans  will  be  available  in  twin  packs  for  the 
same  value  for  money  price  of  £1.79,  for 
eight  weeks  beginning  at  the  end  of 


November.  And  there  will  be  a  £400,000 
women's  Press  and  poster  campaign,  say 
Ehda  Gibbs  Ltd,  POBoxlDY,  Portman 
Square,  London  W1A. 


The  Midlands 


clean  up 


Britain's  cleanest  hair  belongs  to  male 
Midlanders  aged  15-24,  says  a  report 
commissioned  by  Cussons. 

Over  half  the  population  (51  per  cent) 
was  their  hair  at  least  three  times  a  week, 
with  men  shampooing  almost  a  third  as 
often  again  as  women.  Young  men  are  the 
most  frequent  hair  washers  and 
geographically,  the  Midlanders  top  the 
shampooing  charts. 

Men  average  177  shampoos  a  year, 
compared  to  135  for  women,  which  the 
report  puts  down  to  showering  after  sport 
"plus  a  simple  case  of  male  vanity".  Men 
are  also  increasing  their  shampooing 
frequency  ahead  of  women,  with  23  per 
cent  washing  their  hair  more  frequently 
than  three  years  ago,  as  opposed  to  21  per 
cent  of  women.  Younger  people  of  both 
sexes  wash  their  hair  most  often,  with  83 
per  cent  of  the  15-24s  shampooing  three  or 
more  times  a  week. 

Pollution,  dirt  and  fumes  are 
considered  to  be  the  hair's  worst  enemies 
by  21  per  cent  of  adults,  followed  by 
cigarette  smoke  with  16  per  cent.  Men  are 
particularly  worried  about  greasy  hair  and 
age/scalp  condition  as  well,  while  wind 
and  weather,  dry  heat  and  damaging  hair 
products  cause  women  concern. 

Women  spend  2  hours  and  42  minutes 
a  week  looking  after  their  hair,  and  men  1 
hour  and  35  minutes  —  equivalent  to 
almost  six  days  and  3 V2  days  a  year. 

Adults  average  9.8  visits  to  the 
hairdresser  a  year,  at  a  cost  of  £5.69  a 
time.  Women  have  their  hair  done 
professionally  70  per  cent  more  often  than 
men  and  spend  more  than  twice  as  much. 
The  under-35s  have  their  hair  done  much 
less  frequently  than  older  age  groups,  but 
spend  more  per  visit,  with  the  highest 
spending  group  being  young  women  who 
pay  £8.63  per  visit.  Cussons  (UK)  Ltd, 
Kersal  Vale,  Manchester  M7  9GL. 


Chemists  take 
the  biscuit 


United  Biscuits  have  launched  their 
McVitie's  Natural  Choice  range  to 
independent  chemists  in  the  television 
South  region. 

Natural  Choice  is  a  range  of  biscuits 
made  from  wholemeal  flour,  containing  no 
animal  fat  and  artificial  colouring  or 
preservatives.  All  five  varieties,  which 
went  into  national  distribution  in  May  this 
year,  will  be  on  test  for  four  months  in 
Ferrymans,  the  Numark  wholesaler  in 
Southampton. 

Sales  director  Martin  Lawrence  says: 
"The  multiple  chemist  sector  has  been 
quick  to  identify  the  profit  potential 
offered  by  stocking  appropriate  food 
items.  UB  has  accordingly  identified  this 
opportunity  and  has  achieved  listings  for 
its  Natural  Choice  range  in  multiples  such 
as  Boots,  Superdrug  and  Underwoods. 
However,  independent  chemists  have 
already  entered  the  food  sales  field  and  the 
introduction  of  more  traditional  biscuits 
follows  the  healthy  expansion  of  the  cereal 
bar  market  through  chemist  outlets  over 
the  last  five  years. 

"Also  on  test  through  Ferrymans  will 
be  a  limited  range  of  UB  Biscuits  snacks 
and  Terry's  confectionery  products  for 
sale  as  impulse  lines  around  the  till.  We 
are  confident  that  the  test  will  clearly 
identify  impulse  purchase  as  a  potential 
profit  source  for  independents."  UB 
(Biscuits)  Ltd,  PO  Box  41,  Fyon  Lane, 
Isleworth,  Middx  TW75NN. 


Some  simple 
sampling  

Kimberly-Clark  are  running  a  sampling 
programme  to  support  Simplicity  Brevia 
pant  liners  and  Stowaway  folded  wrapped 
towels  this  Autumn,  timed  to  coincide  with 
the  launch  of  an  in-pack  offer  of  a  free 
wallet  in  all  30s  boxes  of  both  standard  and 
deodorant  Brevia. 

Run  through  leading  women's 
magazines  with  a  total  circulation  of  2.75 
million,  the  promotion  offers  the 
opportunity  to  receive  a  free  10s  pack  Of 
both  products  free.  The  company  say  it  is 
their  largest  ever  sampling  programme. 

The  free  wallet,  designed  for  carrying 
Simplicity  Brevia  in  handbag  or  pocket, 
has  already  proved  popular  in  European 
markets,  say  Simplicity,  but  this  is  the  first 
time  it  has  been  made  available  to  UK 
consumers.  Kimberly-Clark  Ltd, 
Larldield,  Nr.  Maidstone,  Kent. 
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Three  from 
Kanebo 


Kanebo  are  launching  a  new  eyeliner 
product  and  adding  two  more  lines  to  the 
Silkbody  range. 

Quickliner  (£14.25,  refill  £6.05)  is 
described  as  half  brush,  half  felt  pen  and  is 
designed  to  be  simple  to  use.  The  soft, 
brush-like  point  made  of  foam  rubber 
allows  the  liner  to  be  applied  in  a  very  fine 
line  or  with  slight  pressure  for  a  more 
pronounced  effect,  say  Kanebo.  It  is 
available  in  black,  brown  or  blue. 

Intensive  hand  treatment  (250ml  £12) 
and  deodorant  natural  spray  (75ml  £11.50) 
are  the  latest  additions  to  the  Silkbody 
line.  The  hand  treatment  contains  plant 
extracts  and  Vitamin  E  Nicotinate  and  is 
lightly  fragranced.  It  is  presented  in  a 
modern  plastic  flacon  with  dispenser. 

The  deodorant  natural  spray  (75ml 
£11.50)  is  designed  to  be  mild  and  gentle 
to  the  skin.  Kanebo  say  its  neutral 
fragrance  means  that  it  can  be  used 
together  with  any  perfume  and  is  also 
likely  to  appeal  to  men.  It  comes  in  a 
modem  glass  flacon.  Kanebo  Division  of 
OBI  Manufacturing  Ltd,  Bone  Lane, 
Newbury,  Berks  RG14  5TD. 

Hair  at  home 

The  eight  million  British  women  who  never 
visit  the  hairdresser  are  great  potential  for 
haircare  manufacturers,  according  to 
Marketpower  market  researchers. 

High  salon  prices,  along  with  the 
fashion  of  curly  styles  and  the  launch  of 
home  perm  kits  and  mousse-type  styling 
products  has  led  to  a  healthy  hair  care 
market  which  could  be  even  better. 

It  says  that  although  the  £36  lm  UK 
haircare  market  accounts  for  nearly  half  of 
toiletry  sales,  most  women  visit  a  salon 
only  once  a  month  and  eight  million  still 
look  after  their  hair  at  home. 

The  £128m  shampoo  market  has  a  35.5 
per  cent  share  of  sales,  hair  sprays  22.7 
per  cent,  conditioners  14.6  per  cent, 
colourants  13.5  per  cent,  setting  lotions 
9.7  per  cent  and  home  perms  4  per  cent. 

Colourants  receive  the  most 
advertising  support,  and  the  research 
shows  the  £86m  spent  on  advertising  can 
have  considerable  influence  on  buying. 
Hair  Preparations,  Marketpower  Ltd,  82 
UxbridgeRoad,  London  W138RA. 

Weleda's  principal  remedies  for  Winter 
ills  will  again  be  advertised  in  national  and 
special  interest  Press  throughout  the 
Winter  months.  Weleda  (UK)  Ltd,  Heanor 
Road,  Ilkeston,  Derbyshire  DE78DR. 


Hermes  Parfums  are  launching  a  new  male 
fragrance  called  Belami.  Packaged  in 
tortoiseshell  effect  and  amber  glass,  the 
range  is  already  in  certain  department 
stores,  and  will  be  sold  into  selected 
chemists  during  the  next  few  weeks.  It  will 
be  advertised  in  November  and 
December's  women's  magazines, 
including  Elle,  Tatler,  Woman's  Journal 
and  Cosmopolitan.  The  range  comprises 
eau  de  toilette  100ml  £23,  200ml  £34,  50ml 
£16,  100ml  spray  £25),  alter  shave  (50ml 
£12,  100ml  £18),  deodorant  (150ml  £12) 
and  soap  (150g  £7.50).  Hermes  Parfums,  7 
Colville  Road,  London  W3  8BL. 


Sun  savers 


Jackel  International  are  now  offering  a 
bonus  on  orders  for  their  Sunbrella 
sunglasses  range  when  placed  before  the 
end  of  the  year. 

The  company  has  also  launched  a 
catalogue  showing  the  range  and  are 
offering  all  sunglasses  at  one  price  point  of 
£4.99,  as  well  as  free  floor  and  counter 
stands.  The  range  is  available  in  a  variety 
of  frames  and  in  five  lens  types  — 
resistent,  gradient,  mirror,  flush  mirror 
and  polarising  —  say  Jackel  International 
Ltd,  Dudley  Lane,  Cramlington, 
North  umberland  NE23  7RH. 


ON  TV 
NEXT  WEEK 


GTV  Grampian  U  Ulster  STV  Scotland 

B  Border  G  Granada  (central) 

C  Central  AAngha  Y  Yorkshire 

CTV  Channel  Islands     TSW  South  West  HTV  Wales  &  We 

LWT  London  Weekend  TTV  Thames  Television  TVS  South 

C4  Channel  4  Bl  TV-am  TTTyneTees 


Actifed  linctus/ expectorant:  All  areas 

except  Ulster 

Askit  powders:  GTV ,  STV 

Beecham  Hot  Lemon/Blackcurrant:  All 

areas 

Beny  lin  Day  and  Night :  Yorkshire 
Benylin  expectorant/paediatric:  All  areas, 

C4 

Hills  Balsam:  LWT,C,C4 
Lipcote:  G 
Listerine:  All  areas 

Mentholyptus:  All  areas 

Nuroien:  All  areas 

Peaudouce:  Bt 
Polaroid  Image  System  cameras:  All  areas 
Sanatogen  vitamins:  All  areas,  C4,Bt 

Simple  Skin  Care  range: 

STV,GTV,B,TT,TSW,Y,U 
Simplicity:  All  areas,  C4 

Vantage:  All  areas 

Vidal  Sassoon:  All  areas  except 

TTV,TSW,B,G 


Something  in 
the  air  

lean  Patou  Ltd.  are  to  spend  £500,000  to 
support  their  prestige  fragrances  loy, 
Lacoste,  Parfum  Rare  and  Ombre  Rose 
before  Christmas. 

The  Lacoste  range  will  repeat  last 
year's  pre-Christmas  advertising/sampling 
exercise  in  the  Mail  on  Sunday  and  extend 
it  to  the  Sunday  Times  colour  supplement 
with  a  target  audience  of  5.5  million.  Both 
magazines  will  feature  an  insert  in  the 
shape  of  a  Lacoste  bottle,  which  releases 
the  fragrance  when  the  lid  is  lifted. 

Parfum  Rare  will  be  backed  by 
television  advertising  in  the  London 
region,  from  November  10  to  December 
14,  with  a  £250,000  spend. 

loy  will  receive  a  £60,000  spend  in 
December  issues  of  women's  magazines 
including  Vogue,  Harpers  &  Queen, 
Tatler,  Womans  Journal,  Elle,  Country 
Living  and  Business  Magazine. 

Ombre  Rose  will  appear  on  a  full  page 
in  the  Sunday  Times  colour  supplement  on 
November  16  to  include  a  scented  insert. 
This  will  deliver  the  message  to  3.3  million 
readers,  at  a  cost  of  £50,000,  say  Patou. 
Maurice  Douek,  Jean  Patou  Limited,  3 
Coleridge  Gardens,  London  NW6. 

Bare  faced  cheek 

Miners  have  created  new  shades  in  their 
range  of  foundations  and  blushers.  Extra 
light  pearly  foundation  (£1 . 19)  now  comes 
in  ivory  fayre,  soft  stone,  amber  light  and 
hot  toast,  and  Bare  and  Glo  make-up 
(£1.19)  now  comprises  shades  blondie, 
Bebop  beige,  caramel  cookie,  and  toffee. 

The  two  new  shades  of  double  blush 
are  Humbug  and  Brighton  Rock  (£1.69). 
The  whole  range  will  be  available  from 
mid-November  from:  Gala  Cosmetics  & 
Fragrances  Ltd,  PO  Box  3,  Frances 
Avenue,  West  Howe,  Bournemouth. 

Image  making 

Polaroid's  £lm  television  and  Press 
campaign  for  their  Image  instant  picture 
system  begins  with  television  on  November 
7  running  for  six  weeks.  The  Press 
campaign,  in  leisure  and  business 
magazines,  runs  until  December,  say 
Polaroid  UK  Ltd,  Ashley  Road,  St. 
Albans,  Herts. 

Ever  Ready  Personna  Ltd  have  taken 
over  distribution  of  Michaeljohn  hair 
products.  Ever  Ready  Personna  Ltd,  116 
Brent  Street,  Hendon,  London  NW4  2EL . 
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However  large  your  daily 
order  for  Generics 


Evans  has  an  offer  for  you 

URTHER  LARGE  PRICE    PUIS  ADDITIONAL  SPECIAL 


REDUCTIONS  Ouron-going 

To 


OFFERS  ON  VOLUME  ORDERS 


ommitment  to  all  retail  pharmacists,  targe  or  smalt  of   For  the  retail  pharamacist  who  is  able  to  place  large 
competitive  prices,  continues  with  reductions  across     orders  there  are  additional  savings  to  be  made, 
our  major  product  lines. 


Offers  are  only  available  through  your  local  Evans  full  supporting  wholesaler. 

We  can  help  you  get  in  touch  with  him.  Please  telephone  us  on  (0582)  608308. 

FOR  RANGE,  VALUE  AND  QUALITY- YOUR  GENERIC  SOLUTION  IS  EVANS 


KLEENEX  POCKET  VA3<\ 


HANDY  N E X 


Stock  the  Kleenex*  Pocket  Pack  and  benefit  from  our  recent 
spectacular  growth . . .  (from  37.7%  in  1985  to  43.8%  1986  ytd)° 

Now  with  heavyweight  national  TV  advertising  and  a  strong 
promotional  programme  all  winter  long. 

The  Kleenex  Pocket  Pack  is  another  great  performer  from  the 
Kleenex  tissue  family . . .  another  sure-fire  winner  from  Kimberly-Clark. 

You  decide.  And  next  time  someone  tries  to  persuade  you  other- 
wise, simply  explain  about  Britain's  fastest-growing  pocket  tissue  brand, 
and  pass  him  its  superb  4- ply  strength  should  he  burst  into  tears. 

Then  of  course,  you  can  wave  him  goodbye. 


'Reg.  Trade  Mark  Kimberly-Clark  Corp. 


^Tissue  Industry  Audit 


@  Kimberly-Clarf 


COUNTERPOINTS 


Ribena  for 
babies  

Beecham  Foods  are  relaunching  Baby 
Ribena  concentrate  with  new  formulation, 
new  packaging  and  a  £100,000  marketing 
campaign. 

When  mixed  new  Baby  Ribena 
contains  less  sugar  than  pure  baby  juices 
or  herbal  drinks  —  6.5mg  per  100ml,  a 
reduction  in  sugar  content  of  nearly  50  per 
cent.  Beecham  say  it  is  "super 
concentrated"  to  "go  more  than  twice  as 
far  as  other  concentrated  baby  drinks"  and 
is  free  from  artificial  additives. 

Baby  Ribena  Concentrate  is  available 
in  185ml  (£0.75)  and  320ml  (£1.25)  in  three 
flavours.  Bottles  carry  "clear  and 
exhaustive"  directions  for  use. 

New  Baby  Ribena  will  be  advertised 
nationally  in  mother  and  baby  magazines. 
Educational  leaflets  for  mothers  are 
available  for  distribution  in  pharmacies.  It 
will  also  benefit  from  the  £4m  annual 
television  spend  on  the  Ribena  brand,  say 
Beechams.  Demonstrations  and 
couponing  will  take  place  throughout  the 
year,  and  an  introductory  offer  of  £0.69 
(185ml)  and  £1 . 15  (320ml)  will  run  until 
December.  Special  deals  are  available  say 
Beecham  Foods,  Great  West  Road, 
Brentford,  Middx  TW8  9BD. 

In  Profile  

Wilkinson  Sword  are  launching  an 
Autumn  promotion  for  Profile  razors, 
offering  consumers  £1  for  their  old  razor 
when  sent  with  a  Profile  backing  card. 

Called  "Move  up  to  today's  razor",  the 
promotion  for  the  fixed  or  swivel  razors 
will  involve  distribution  of  300,000  leaflets 
through  major  stores  and  chemists,  and 
colour  advertisements  in  male  audience 
magazines  like  Amateur  Photographer 
and  Personal  Computer  World.  The  offer 
is  open  until  November  30,  Wilkinson 
Sword  Ltd,  Bassmgton  Industrial  Estate, 
Cranlington,  Northumberland . 


Dr  White's  price 
is  right 

Smith  &  Nephew  are  supporting  Dr 
White's  towels  and  tampons  with  an  on- 
pack  holiday  promotion  cajled  Dr  White's 
Great  Escape. 

Promotion  packs  will  flash  a  "Trust  the 
Experts"  token  (one  on  10s,  two  on  20s), 
which  must  be  included  with  every  entry 
attempt.  By  estimating  the  correct  price  of 


a  holiday,  consumers  can  win  one  of  50 
£1,000  holiday  prizes.  The  promotion 
takes  advantage  of  the  peak  holiday 
planning  periods,  and  entry  levels  are 
expected  to  be  high,  say  S&N. 

There  are  three  competition  entry 
periods  between  December  and  May  31, 
1987.  Entry  forms  giving  four  competition 
attempts  plus  a  free  fifth  attempt,  are 
included  on  each  pack,  now  available 
from  :  Smith  &  Nephew  Consumer 
Products  Ltd,  Alum  Hock  Road,  Saltley, 
Birmingham  B8  3DY. 


PRoFitiiNE 


BUY  AT 

SELL  AT 

P.O.R 

£16.07 

£2,m 

18% 

;  (numark] 

1— ^HFW',  ^ 

PACK  8 


|   20  Toddler  Size  | 

DISPOSABLE 

10-18  kg  122-40  lb 


One  of  the  great  buying  opportunities  in  this  month's  Profitline  promotion. 
For  full  details,  contact  your  local  Numark  Wholesaler,  or  Numark 
Central  Office,  51  Boreham  Road,  Warminster,  Wilts  BA12  9JU.  Tel:  (0985)  215555. 
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COUNTERPOINTS 


Beecham  launch 
calcium  tabs 

Under  the  new  campaign  title  of 
"Servicing  the  needs  of  the  chemist" 
Beecham  Proprietaries-Medicines  are 
launching  a  Calcium  supplement  for 
distribution  through  pharmacies  only. 

The  supplement  is  recommended  for 
those  people  who  do  not  obtain  sufficient 
calcium  from  their  diets.  The  "malted 
milk"  tasting  chewable  tablets  come  in  a 
pack  of  60  —  one  months  supply  —  at  the 
recommended  dosage  of  two  tablets  per 
day,  and  retail  at  £1 .49.  Each  tablet 
contains  250mg  of  Calcium  carbonate. 
This  dosage  provides  the  recommended 
daily  amount  of  Calcium  for  normal  adults 
say  Beechams.  The  product  is  GSL  but 
will  be  available  only  through  pharmacies 
as  the  company  believe  consumers  will 
need  advice  on  calcium  supplementation. 
The  launch  is  the  result  of  increased 
coverage  in  the  consumer  Press  on  the  role 
of  calcium,  and  the  problems  that 
deficiency  can  cause,  particularly 
osteoporisis  in  adults  over  35.  Consumer 
press  advertising  and  editorial  is  planned 
for  the  New  Year.  Beecham  Proprietaries, 
Great  West  Road,  Brentford  TW8  9BD. 

Merry  month  of 
Maya  

A  new  range  of  luxury  skmcare,  cosmetics 
and  fragrances  is  being  launched  under 
the  name  Maya. 

The  skmcare  range  comprises 
cleansing  lotion  (250ml  £9.20),  tonic  lotion 
(250ml  £9.20)  and  enriched  moisture 
lotion  (250ml  £11.50),  for  all  skin  types, 
and  a  range  of  products  for  specific 
problems,  including  anti-wrinkle  eye 
cream  (30ml  £10.35)  and  de-fade  cream 
(60ml  £6.90). 

The  colour  cosmetics  are  packaged  in 
maroon  suedette  pouches,  with  prices 


ranging  from  £4  for  nail  lacquers  and 
lipsticks  to  £9.20  for  triple  eyeshadows. 

There  are  two  fragrances,  Shereen 
(eau  de  cologne  75ml  £23,  123ml  £29.90, 
perfume  80ml  £80)  and  Leila  (eau  de 
cologne  75ml  £23,  123ml  £29.90,  perfume 
60ml  £60).  And  for  gentlemen,  Maya  for 
Men  (eau  de  cologne  200ml  £23,  after 
shave  125ml  £18.50).  Maya  UK  Ltd, 
Rubella  House,  233  Goswell  Road, 
London  EC1 . 

It's  a  Windsor 
wonderland 

Windsor  Pharmaceuticals  are  launching 
the  Uvistat  Pro-Ski  protection  pack  with 
introductory  consumer  and  retailer  offers. 

The  blister  pack  will  contain  a  50g 
Uvistat  sun  screen  (factor  10)  and  a  5g 
Uvistat-L  hpscreen  (factor  5)  —  both  offer 
protection  in  highly  reflective  snow  by 
screening  UVA,  UBV  and  most  UVC  rays, 
says  the  company. 

Available  from  November  10,  the 
products  usually  costing  £4.09  will  retail  at 
£3.75.  A  free  shelf  display  unit  housing  six 
blister  packs  will  be  available,  and  for 
every  12  packs  ordered  the  retailer  will  get 
one  free.  Windsor  Pharmaceuticals  Ltd, 
Ellesfield Avenue,  Bracknell,  Berks. 


Good  health! 

A  £400,000  Press  campaign  for 
Healthcrafts  products  runs  until 
December,  say  makers  Booker  Health. 

Around  27  million  women  will  be  able 
to  see  the  advertisements  three  times  in 
publications  such  as  the  Sunday  Times 
supplement,  You  Magazine,  Good 
Housekeeping  and  Family  Circle,  say 
Booker  Health. 

The  products  will  also  be  appearing  on 
300  posters  around  London,  say  Booker 
Health  Foods  Ltd,  Healthways  House,  45 
Station  Approach,  West  By  fleet,  Surrey. 

Have  a  drink  on 
Sangers  

Sangers  Photographies  are  offering  free 
Victoria  Wine  vouchers  with  purchases  of 
Kodak  film. 

Buying  100  mixed  films  qualifies  for  a 
£4  voucher  and  an  order  for  200  films 
qualifies  for  a  £10  voucher. 

Dealers  can  also  qualify  for  entries  for 
a  trip  to  the  Photographic  Manufacturers 
Association  show  in  Chicago,  say  Sangers 
Photographies  (Wholesale)  Ltd,  Priory 
House,  Pitsford Street,  Birmingham. 


Aspirin  from 
Beecham  •  •  • 

Bsecham's  second  launch  under  their  new 
campaign  is  the  result  of  a  "limited  but 
consistent  demand"  for  a  75mg  aspirin 
tablet,  says  the  company.  A  pack  of  30 
foil-wrapped  75mg  apinn  tablets  are  now 
available  for  sale  through  pharmacists. 
The  tablets  will  disperse  rapidly  in  the 
mouth  without  water  say  Beechams,  and 
are  presented  in  a  blue  and  white  pack 
retailing  at  £0.73.  The  company  believes 
that  its  policy  of  reacting  to  market 
demand  for  smaller  product  lines  is  as 
important  to  the  pharmacist  as  its  launches 
of  heavily  advertised  brands.  Beecham 
Proprietary  Medicines,  Great  West  Road, 
Brentford  TW8  9BD. 


...Reckitt  too! 


A  third  company  to  re-introduce  a  75mg 
aspirin  tablet  are  Reckitt  &  Colman.  Their 
75mg  aspirin  tablet  is  being  marketed  as 


Solprin  75mg. 

Solprin  75mg  is  contramdicated  in 
children  under  12  years,  unless  under 
strict  medical  supervision,  and  will  be 
available  through  pharmacies  only  from 
December  1  (24  £0.53).  Reckitt  &  Colman 
Pharmaceuticals  Division,  Dansom  Lane, 
Kmgston-upon-Hull HU8  7DS. 
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Now 

available 


Dihydrocodeine  30mg  tablets  x  500 
Co-dydramol  tablets  x  500 

(dihydrocodeine  tartrate  lOmg,  paracetamol  500rng) 


Profit  from  the  special  introductory  offers 
by  ordering  sufficient  quantities  from 
your  local  Cox  representative.  Alternatively 
'phone  Cox  Pharmaceuticals  on  their 
new  Special  Order  Line:  (0271)  46720, 


Two  new,  high 
quality  generics  from 
Cox  Pharmaceuticals 


Further  information  is  available  from: 
Cox  Pharmaceuticals, 
A.H.  Cox  &  Co.  Ltd.,  Whiddon  Valley,  Barnstaple,  Devon.  EX32  8NS. 
Telephone:  (0271)  75001. 


INTRODUCE 
FARLEY'S  SEA 


THE  NEW 
-  OF  QUALITY. 

For   their   return,   all   OsterMilks   and              Research  confirms  80%  of  Complan 
mplan  carry  a  unique  quality  assurance     customers  will  buy  again, 
il  on  every  pack.                                                90%    of   medical    professionals  will 
It  means  your  customers  can  see  that     support  Complan's  use. 
— ~  r Jhsjj — savoury  — — ^'f ftltllllflll  ~s  6t       &1.5m  national 

Compiai  Complan:omi    1  :ompiaiComplan 


Natural  Flavour 

Chocolate!       fO  fy,        Buiiersawch  Flavour 

,11.  Ml-  # 


s  is  newly  produced  stock  which  meets 
;  very  highest  levels  of  quality  assurance. 

And  Farley's  can  offer  this  unique 
arantee  with  complete  confidence,  following 
proval  from  the  DHSS  and  MAFF*  of  the 
wly-agreed  quality  checks  and  security 
)cedures. 

In   fact,  our 


TV  campaign. 

Farley's  have 
j   launched  a  major 
communication 
c  a  m  p  a  i  g  n    t  o 
announce    the    details    of   their   return  to 
your  customers  and  to  health  professionals. 

In  addition,  our 
specialist  medical 


salesforce  will  be  generating  support  on 
your  behalf  in  the  health  care  sector. 


redd? 

BahvMilk 


terMilk 


indards  are  now 
optional.  Indeed, 
3y're    at  least 
high  as  those 


in  pharmaceutical  manufacturing. 

100%)  support  from  hospitals  using 
terMilk  ready-to-use  products. 

Over   75%   of  medical  professionals 
pport  the  future  use  of  the  OsterMilk  range. 
New  consumer  information  in  Baby  Annuals. 


WE'VE  SEALED  OUR  CASE 
FOR  FUTURE  SALES.  STOCK 

THE  RANGE  NOW  AND  BE 
ASSURED  OF  THE  BENEFITS! 

Farley  Health  Products  Ltd.,  Torr  Lane,  Plymouth,  Devon. 

'Ministry  of  Agriculture,  Fisheries  and  Food. 


DRTANT  NOTICE.  Breast  milk  is  the  preferred  food  for  babies.  The  OsterMilk  range  is  intended  to  replace  breast,  milk  when  breast-feeding  is  not  possible 
vhen  a  mother  elects  not  to  breast  feed.  Infant  formula  should  always  be  prepared  according  to  the  Feeding  Guide  and  Mixing  Instructions  on  the  pack. 


™  prescriptionT#1^bpecialities  ■■ 


Gastron  tablets 

Manufacturer  Winthrop  Laboratories, 
Sterlmg-Winthrop  House,  Onslow  Street, 
Guildford,  Surrey  GUI  4YS 
Description  White,  round,  strawberry- 
flavoured,  chewable  tablets,  22.2mm  in 
diameter,  each  containing  600mg  algmic 
acid  BPC,  240mg  dried  aluminium 
hydroxide  BP,  210mg  sodium  bicarbonate 
BP,  and  magnesium  trisilicate  BP  60mg 
Uses  Alleviation  of  heartburn  and  other 
epigastric  and  retrosternal  symptoms 
arising  from  gastro-oeosophageal  reflux 
Dosage  Adults  One  or  two  tablets  to  be 
chewed  three  times  a  day  immediately 
after  meals,  and  two  at  bedtime  Elderly 
and  children  No  specific 
recommendations 

Warnings  Sodium  content  (2.5mmol  per 
tablet)  should  be  taken  into  account  when 
prescribing  in  sodium-restricted  patients 
Supply  restrictions  GSL 
Packs  100  tablets  (£3.90  trade) 
Product  Licence  0071/0257 
Issued  November  1986 


Mucogel  tablets 

Pharmax  are  introducing  Mucogel  tablets 
(GSL)  from  November  10.  The  company 
says  that  the  launch  follows  the  success  of 
Mucogel  suspension;  both  presentations 
are  available  on  the  NHS. 

Mucogel  tablets  are  white,  mint- 
flavoured,  each  containing  dried 
aluminium  hydroxide  gel  BP  400mg,  and 
magnesium  hydroxide  BP  400mg,  and 
packed  in  boxes  of  100  (£1.25  trade). 

The  recommended  dose  is  one  or  two 
tablets,  well  chewed,  taken  20  minutes  to 
one  hour  after  meals  and  at  bed-time  or  as 
required.  Mucogel  should  not  be  used  in 
patients  who  are  severely  debilitated  or 
suffering  from  kidney  failure.  Product 
Licence  0108/0079  Pharmax  Ltd,  Bourne 
Road,  Bexley,  Kent  DAS  1NX. 

Liquisorb 
complete  diet 

Liquisorb  tube  feed  and  drink,  from  E. 
Merck  Ltd,  is  a  nutritionally  complete, 
standardised  enteral  feed,  for  use  in 
conditions  where  digestive  function  is 
unimpaired. 

It  can  be  used  as  a  complete  diet  or  to 
supplement  food  intake,  or  as  a  tube  feed 
for  short  or  long-term  nutrition;  eg  pre- 
and  post-operative  nutrition,  dysphagia, 
surgery,  injury  to  head  and  neck, 
obstruction  of  upper  GI  tract,  anorexia, 
malnutrition,  and  all  conditions  where  low 


residue  is  required  to  reduce  intestinal 
content. 

The  drink  is  available  in  four  flavours: 
chocolate,  vanilla,  neutral  and  banana; 
neutral  can  be  modified  with  sweet  or 
savoury  flavours.  The  fat  content  is 
primarily  of  soy  bean  oil,  and  protein  is 
provided  by  a  combination  of  skimmed 
milk  protein,  whey  protein,  and  casein. 
Carbohydrates  are  present  in  a  mixture  of 
mono,  di,  oligo,  and  polysaccharides  and 
the  formulation  is  gluten-free  and  virtually 
free  of  lactose.  Each  500ml  bottle  contains 
20g  protein,  20g  fat,  and  59g  of 
carbohydrate,  and  the  low  osmolarity 
reduces  the  risk  of  diarrhoea,  says  the 
company. 

The  recommended  dosage  via  a 
nasoenteric  tube  (either  as  a  bolus  for 
continuous  drip),  or  as  a  sip  feed  is 
approximately  30ml/kg  bodyweight  per 
day  for  adults.  For  children,  five  to  twelve 
years,  50-75ml/kg  bodyweight  per  day, 
and  for  infants  and  small  children  of  six 
months  and  above,  75-100ml/kg 
bodyweight  per  day. 

Liquisorb  is  available  in  amber  glass 
bottles  (£1.30)  containing  2095  KJ 
(500Kcal)  with  screw  top  closures.  The 
minimum  order  is  one  box  of  ten  bottles. 
The  neutral  tube  feed  comes  in  a  standard 
Euro  Bottle  with  crown  cap  suitable  for  all 
available  snap-on  giving  sets.  Liquisorb  is 
currently  under  review  by  the  Advisory 
Commitee  on  Borderline  Substances.  For 
full  details  see  information  leaflets  from  E. 
Merck  Ltd,  Winchester  Road,  Four 
Marks,  Alton,  Hants. 


Securon  SR 

Manufacturer  Knoll  Ltd,  The  Brow, 
Burgess  Hill,  West  Sussex  RH15  9NE. 
Description  Pale  green,  film  coated, 
oblong  tablets,  scored  on  both  sides  with 
the  Knoll  logo  on  one  side,  each 
containing  240mg  verapamil 
hydrochloride  BP  in  a  sustained  release 
formulation 


Uses  Mild  to  moderate  hypertension 
Dosage  Adults  One  daily.  For  new 
patients  the  physician  should  consider 
halving  the  initial  dose  to  120mg.  If  control 
is  not  achieved  after  one  week  the  dosage 
may  be  increased  to  a  maximum  of  two 
daily.  Children  Not  recommended. 
Elderly  Adult  dose  recommended  unless 
liver  or  renal  function  impaired 
Contraindications,  warnings  etc  As  for 
other  verapamil  preparations 
Supply  restrictions  Prescription  only 
Packs  Calendar  packs  of  28  (£10.92)  and 
plastic  containers  of  100  (£39  both  trade) 
Product  Licence  0169/0007 
Issued  November  1986 


Imuran  25mg 

Calmic  have  introduced  a  25mg  tablet 
strength  of  Imuran.  The  company  says  the 
new  size  will  aid  flexible  dosing.  The 
orange  tablets  are  film-coated  and  packed 
in  blister  strips  of  ten  tablets  (100  £24.70 
trade).  Packaging  is  "Wellcome  blue"  with 
an  orange  flash  "New  film-coated  tablets". 

Imuran  50mg  tablets  are  also  now  film- 
coated  and  blister-packed  for  ease  of 
handling.  The  packaging  is  in  the  same 
format  at  the  25mg  tablets,  with  the  blue 
packs  carrying  a  yellow  flash.  The  price 
for  100  tablets  is  unchanged.  Calmic 
Medical  Division,  The  Wellcome 
Foundation  Ltd,  Crewe  Hall,  Crewe, 
Cheshire  CW1 1UB. 

Aureocort  cream  will  be  out  of  stock  until 
the  end  of  November,  say  Lederle. 
Outstanding  orders  will  be  filled  at  that 
time,  but  until  then  Aureocort  ointment  is 
freely  available.  Lederle  Laboratories, 
Division  of  Cynamid  of  Great  Britain  Ltd, 
Fareham  Road,  Gosport,  Hants. 

Procyclidine  5mg  tablets  are  now 

available  from  Lagap.  The  white, 
biconvex,  scored  tablets  are  packed  in 
100s  (£3.75)  and  500s  (£17.45,  both  prices 
trade) .  Lagap  Pharmaceuticals  Ltd, 
Woolmer  Way,  Bordon,  Hants. 


The  PiUmili  (rsp  £5.95)  is  a  compliance  aid 
designed  to  hold  a  week's  medication  in  28 
compartments  —  four  for  each  day.  The 
mill,  which  measures  six  inches  across, 
can  be  clicked  round  to  each  supply  of 
medicine  in  a  clockwise  direction  by 
rotating  the  central  handle  which  has  been 
fashioned  with  arthritic  and  disabled 
hands  in  mind,  say  makers  Brundol.  The 
Pillmill  is  being  sold  through  mail  order 
catalogues,  and  is  being  distributed  to 
chemists  via  Vestric  and  other  wholesalers. 
They  can  be  ordered  direct  at  £19.55  for 
five  including  VAT  and  postage  from 
Brundol  Ltd,  PO  Box  No  101,  Worcester 
WR65NA. 
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Every  body  is  going  to 
be  changing 

You  know  how  it  is.  Everybody  thinks  their  system  is  different  from 
everybody  elses.  So  choosing  a  laxative  hasn't  always  been  easy. 

But  now,  more  and  more  people  are  finding  that  Dulcolax  is  just  right  for 
them,  offering  a  pleasant,  easy-to-take  way  of  relieving  their  constipation. 

Last  year  we  spent  more  on  promoting  Dulcolax  than  was  spent  on  any 
other  laxative  product.  And  now,  even  more  people  will  be  discovering  Dulcolax 
Because  this  year's  campaign  will  be  even  bigger  with  major  new 
colour  advertising  in  all  the  leading  magazines. 

So  when  everybody  starts  changing  to  Dulcolax,  make 
sure  you've  got  enough  for  every  body. 

Dulcolax.  ^\ 
It  could  be  the  laxative  for  everybody's  body. 

FOR  FURTHER  INFORMATION  PLEASE  CONTACT  YOUR  DULCOLAX  DISTRIBUTOR  DAVID  ANTONY  PHARMACEUTICALS  LIMITED  TELEPHONE  NO  051-486  7117 


muttwjp® 

Aptamil  nuM^m 


Closeness  counts. 


Babymilks  need  to  be  close  to  breastmilk.  That  is  why  Milupa  were  the 
first  Company  in  the  U.K.  to  add  the  important  nutrient  taurine, 
recently  identified  in  breastmilk,  to  all  their  babymilks. 

Milupa  babymilks  are  highly  recommended  and  growing  fast. 

•  More  hospitals  and  clinics  are  now  using  Milupa  babymilks  than 
ever  before. 

•  More  retailers  than  ever  are  responding  to  consumer  demand  by 
stocking  Milupa  babymilks. 

•  Milupa  babymilks  grew  by  +40%  in  1985. 

•  Volume  sales  for  1986  are  already  double  the  same  period  in  1985. 

More  and  more  mothers  choose  Milupa  babymilks  -  and  no  wonder 
. . .  Milupa  babymilks  are  as  close  to  breastmilk  as  babymilk  can  be:- 

First  for  Closeness 

Taurine  addition  -  another  step  closer  to  breastmilk. 
First  for  Taste  and  Smell 

Even  the  fussiest  babies  take  to  Milupa  babymilks  because  the  taste 
and  smell  is  so  pleasant. 

First  for  Quality  Assurance 

Milupa's  rigid  quality  control  assures  mothers  of  complete  safety. 
Milupa  not  only  conduct  all  the  usual  safety  checks,  but  also  screen 
for  heavy  metal  contaminants,  herbicides  and  pesticides  to  an 
exceptionally  high  standard. 

First  for  Convenience 

Milupa's  uniquely  granulated  babymilks  are  easy  to  measure  and  mix. 

Whafs  more,  mothers  go  on  to  buy  the  comprehensive  range  of 
Milupa  baby  foods,  rusks  and  drinks. 

So  grow  with  us.  Stock  the  two  Milupa  babymilks  Aptamil  and  Milumil. 
Milupa  Babymilks.  As  close  to  breastmilk  as  babymilk  can  be. 

IMPORTANT  Breast  milk  is  the  best  milk  for  a  baby.  A  doctor,  midwife,  nurse  or  health 
visitor  should  be  consulted  for  any  advice  needed.  If  a  babymilk  is  used  it  is  important  for 
the  baby's  health  that  all  preparation  instructions  are  followed  carefully. 


milupa 

Babymilks 

Aptamil  &  Milumil 

Miluoa  Ltd..  Milupa  House.  Hercies  Road.  Hillinedon.  Uxbridee.  Middlesex  UB10  9NA. 


OLVADEX   W  EWS 


t 


ALL  AT 

TARIFF  PRICE 


'Nolvadex',  'Nolvadex -D  and  'Nolvadex'- Forte  are  priced  in 
accordance  with  the  Government's  tariff  price  for  tamoxifen ,  removing  any  economic 
argument  for  not  prescribing  them.  Only  these  ICI  formulations  contain  ICI 
tamoxifen,  the  original  tamoxifen  and  the  tamoxifen  used  in  all  the  major  trials. 


* 


UALITY  CONTROL 


ICI  have  12  years  experience  of  manufacturing  tamoxifen,  a  process  in 
which  the  very  highest  standards  of  quality  control  are  necessary. 


ROTECTIVE  PACKAGING 


'Nolvadex',  'Nolvadex'- D  and  'Nolvadex'- Forte  are  supplied  in 
opaque,  all-foil,  blister  packs  to  protect  against  the  risk  of  handling  and 
degradation  due  to  exposure  to  light. 


I  OX 


ICI  tamoxifen 


THE  ORIGINAL 
TAM<  >XIFEN 
FROM  ICI 


ICI  tamoxifen 

'NolvHd0x'~Fort© 

ICI  tamoxifen 


Presc  ribing  Notes. 

Use  Treatment  of  breast  cancer.  Presentation  Nolvadex':  tablets  containing 
tamoxifen  10  mg;  'Nolvadex'-D:  tablets  containing  tamoxifen  20  mg; 
'Nolvadex'-Forte:  tablets  containing  tamoxifen  40  mg.  Dosage  20  to  40  mg  daily. 
Contraindications  Pregnancy.  Precautions  Pre  menopausal  patients  must  be 
examined  before  treatment  to  exclude  possibility  of  pregnancy.  Side  Effects 
'Nolvadex'  suppresses  menstruation  in  some  patients.  Side  effects  include:  hot 
flushes,  vaginal  bleeding, pruritus  vulvae,  gastrointestinal  intolerance,  rumour  Hare, 
light  headedness,  transient  falls  in  platelet  count  and  occasional  fluid  retention. 
Rarely  observed  side  effects  include:  hypercalcaemia  on  initiation  of  therapy  in 


patients  with  bony  metastases;  reversible  cystic  ovarian  swelling  on  doses  of  40  mg 
b.d.;  and  a  few  cases  of  visual  disturbance,  corneal  changes  and/or  retinopathy, 
mainly  with  exceptionally  high  doses  over  long  periods.  Thromboembolic  events 
occur  rarely  during  therapy  but  these  have  not  been  causally  related  to  'Nolvadex! 
Product  licence  numbers  and  dailv  treatment  cost  (based  on  packs  of  30  tablets) 
'Nolvadex'  (29/0064):  47p  (10  mg  b.d.); 'Nolvadex'-D  (29/0155):  37p  (20mgo.d.); 
'Nolvadex'-Forte  (29/0176):  73p  (40  mg  o.d.).  'Nolvadex'  is  a  trademark. 
Further  information  is  available  from,  f  ICI 

ICI  Pharmaceuticals  (UK),  Alderley  House,  Alderley  Park, 
Macclesfield,  Cheshire,  SK10  4TF.  '  Mar  86 


LETTERS 


Included  in  a 
points  system 

With  reference  to  your  comment  (C&D 
October  25):  "A  newer  idea  is  the 
suggestion  of  a  points  system  to  reward 
services  which  are  not  reimbursed 
elsewhere  by  direct  payments.  These 
could  include  health  education, 
attendance  at  continuing  education 
courses,  provision  of  counselling  areas 
and  domiciliary  visiting."  In  fact,  the 
Pharmaceutical  Services  Negotiating 
Committee  working  group's 
recommendations  did  not  include 
domiciliary  visiting  as  a  service  to  be 
rewarded  by  the  points  system;  it  was  to  be 
an  "item  of  service"  payment.  Provision  of 
a  domiciliary  service,  as  in  the  case  of 
membership  of  a  drug  and  therapeutics 
committee,  is  something  any  pharmacist 
could  do,  and  should  imply  not  difference 
in  status,  but  different  areas  of  service. 

Attendance  at  continuing  education 
courses,  involvement  in  health  education, 
and  the  provision  of  counselling  areas, 
rightly  suggest  distinctions  in  terms  of 
quality  of  service.  Whereas  it  is  unethical 
to  suppose  that  a  pharmacist  who 
undertakes  a  delivery  service  is  a  superior 
pharmacist,  it  offends  no  professional  code 
to  suggest  that  a  pharmacist  who  will  not 
counsel  patients  is  an  inferior  pharmacist. 
A  pharmacist  visiting  a  patient's  home  is 
simply  fulfilling  a  need  by  extending  his 
area  of  service.  A  pharmacist  who  merely 
dispenses  is  not  fulfilling  his  professional 
role. 

Peter  L  Craske 

Leeds 


Labelling 
program 


At  last  I  am  able  to  respond  to  Xrayser's 
plea  for  a  computer-based  labelling 
program  (C&D  Sept  6).  I  have  developed  a 
program  to  work  on  the  IBM,  IBM 
compatible  &  Apricot  PC  hardware.  The 
mam  features  are: 

1.  Extremely  fast  operation.  The  program 
is  written  m  Pascal  and  compiled  to  allow 
the  product  file  to  be  held  in  memory; 

2.  Three  way  product  usage  figures  are 
shown  on  screen,  displaying  the  days, 
months  and  last  months  usage; 

3.  A  Standard  Usage  file.  Commonly 
referred  to  usages  or  doses  can  be 
incorporated  with  one  keystroke; 

4.  Up  to  four  lines  of  PSGB  warnings, 
presented  in  easy  to  read  form; 

5.  Totally  user  interactive.  All  the  wording 
in  the  dosage,  warning  and  standard  usage 
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files  can  be  altered  to  suit  particular 
requirements; 

6.  A  drug  re-order  routine.  With  one 
keystroke  a  product  on  screen  can  be 
assigned  to  one  of  two  files.  If  wholesalers 
allow  access,  these  will  be  transferred 
directly; 

7.  A  batch  routine  for  labelling  specials. 

Further  developments  on  hand  include 
a  drug  interaction  alert  and,  on  hard  disc 
machines,  patient  records. 

I  believe  we  can  get  away  from  the 
relatively  expensive  hardware  of  the 
wholesalers  systems  and  concentrate  on 
the  more  important  issue  of  what  should 
actually  appear  on  the  label.  I  suggest 
Xrayser  gets  hold  of  one  of  the  new 
generation  IBM  "cheapies",  formats  a  disc 
and  sends  it  to  me.  I  will  put  a 
demonstration  programme  on  it  that  will 
make  him  realise  we  have  been  tied  down 
by  the  "big  boys"  for  long  enough. 
Martin  Merriman 
Corbndge 

PS  Anyone  want  to  buy  a  second  hand 
Scriptwriter? 

Contentious  .  .  . 

The  most  contentious  point  in  the  Welwyn 
leaflet  was  not  as  you  suggest  (C&D 
October  15,  p716)  point  seven  but  in  fact 
point  two.  This  reads:  "Patients  living  in 
these  'rural  areas'  (their  parentheses)  will 
now  have  the  right  to  choose  to  give  up  the 
dispensing  service  offered  by  the 
pharmacies  in  the  area  and  use  the 
doctors'  service,  or  continue  to  use  the 
dispensing  service  of  a  pharmacy.  It  is 
your  choice." 

This  shows  either  crass  ignorance  of 


Clothier,  which  I  find  difficult  to  believe, 
or  wilful  misrepresentation  of  the  facts.  By 
signing  the  dispensing  form  patients 
actually  have  the  choice  of  doctor 
dispensing  or  chemist  dispensing.  By  not 
signing  they  lose  this  choice  and  must  use 
the  chemist.  And  who  gains  by  that  I 
wonder? 

The  Dispensing  Doctors'  Association 
has  formally  issued  a  complaint  to  the 
Pharmaceutical  Society. 
David  Roberts 

Chairman,  Dispensing  Doctors' 
Association 

Not  sufficient 

With  reference  to  conflicting  advice  on 
Controlled  Drugs  (C&D,  Letters  last 
week).  I  do  not  think  that  it  is  sufficient  for 
Mr  Astill  to  claim  that  a  misunderstanding 
during  a  telephone  call  between  St  Albans 
and  Lambeth  led  to  this  serious 
contradiction,  which  could  have  resulted 
in  pharmacists  committing  offences  under 
the  Misuse  of  Drugs  Act  1971 .  I  feel  that  it 
is  his  duty  to  explain  to  the  membership 
exactly  how  the  misunderstanding  arose. 
David  Liston 
Birmingham 

All  the  signatories  to  the  petition 
appended  to  Mr  Liston's  letter  last  week 
were,  in  fact,  in  agreement  with  the  points 
made,  not  as  was  stated. 

A  typographical  error  in  Mr  Park's  letter 
(C&D  October  25,  p715)  may  have 
confused  readers.  Mr  Park  wrote  that  the 
second  class  treatment  of  Scottish  essential 
small  pharmacies  was  a  "blatantly  unfair 
situation  which  could  not  be  justified". 


"I  do  not  know  what  I  may  appear  to  the  world,  but  to  myself  I  seem  to  have  been  only  a  boy 
playing  on  the  seashore,  and  diverting  myself  in  now  and  then  finding  a  smoother  pebble 
or  a  prettier  shell  than  ordinary,  whilst  the  great  ocean  of  truth  lay  all  undiscovered  beiore 
me."  (Brewster,  Memoirs  of  Newton).  NPA  director  Tim  Astill  and  NPA  chairman  Alan 
Facer  recapture  childhood  memories  on  the  beach  at  Jersey  during  the  BPC  conference. 
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Style  counsel 
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job  in  the  dispensary- 


"It's  a  lull  time  ,  

li  I'm  not  dispensing.  lm  on 
phone  to  GPs,  suppliers  or 
wholesalers,  or  seeing  reps 
there's  the  paperwork... 


the 
Then 
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"How  can  1  market  and  develop  my 
front  shop  business  to  sell  more  to  the 
customers  who  come  in,  and  to 
attract  those  who  walk  straight  past 
my  iront  door?" 


Should  I  be>  rt^j 


"US.  slash  Pric„s 


bett 


er  oh  ch 


or 


Promote 
would  I  be 


more 


angingmyimage? 


"Apart  from  not  looking  right,  my 
staff  can't  sell,  don't  know  how  to  talk 
to  customers  and  they  think 
merchandising  is  a  Greek  word.  I 
want  to  put  new  product  ranges  in. 
but  the  shop's  already  full  to  the 
gunnells.  and  half  of  the  stock 
shouldn't  be  there.  But  which  half?" 


Retail  pharmacy  consultant  John  Kerry  hears  these  cries  from  the 
heart  everyday  and  in  this,  the  first  article  of  a  new  series,  sets  out 
some  of  the  solutions  unearthed  through  practical  work  in  his 
four-year  old  pharmacy  backed  by  years  of  experience. 


Every  retail  pharmacy  has  marketing 
problems.  Most,  if  not  all,  are  soluble,  and 
the  solutions  should  prove  profitable.  You 
may  recognise  in  the  opening  paragraphs 
some  of  the  dilemmas  which  present 
themselves  in  your  shop.  You  may  also  feel 
that  you  have  neither  the  time  nor  the  skill  to 
change  things.  You're  not  alone.  The 
majority  of  pharmacists  in  retail  are  in  the 
same  boat.  Even  those  with  major  multiple 
training,  soon  discover  that  running  the 
typical  chemist  shop  is  quite  different  to 
managing  a  High  Street  giant,  with 
corporate  marketing  resources  behind  the 
name. 

Let's  be  definite  about  the  obvious 
advantages  that  retail  pharmacy  has  over 
multiples  competing  for  the  same  business, 
and  build  on  them.  There  are  more 
pharmacies  and  they  are  nearly  always  in  a 
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better,  more  convenient  position  for 
customers.  The  multiples'  stock,  their  prices, 
their  policies  and  their  image  are  national, 
so  they  cannot  adapt  to  local  conditions  — 
we  can  and  we  should.  The  biggest  single 
advantage  that  a  pharmacy  has  is  service, 
even  if  it  is  seriously  underdeveloped  in 
many  instances.  From  the  dispensary,  the 
medicines  counter,  through  every  section  in 
the  shop,  chemists  can  score  heavily  with 
help,  advice,  technical  knowledge, 
politeness,  a  caring  attitude  and  a  big  smile. 
Your  shop  will  bring  in  more  customers  and 
turnover  li  it  looks  good  from  the  outside,  has 
a  well  dressed  window,  creating  the  right 
image,  is  well  laid  out,  well  lit  and 
decorated,  and  has  the  right  stock,  well 
merchandised  and  priced,  easy  to  find  and 
is  served  by  a  caring  and  knowledgable 
staff.  The  gap  between  this  shop  and  what 


you  have  at  the  moment  may  be  quite  small. 
On  the  other  hand  it  may  be  a  yawning 
chasm. 

"Selling  in  —  selling  out",  will  help  you 
diagnose  your  shop's  ills  and  offer  practical 
treatment.  The  series  is  not  intended  for 
either  the  super  efficient,  complacent  or  the 
apathetic.  It  will  help  those  who  readily 
admit  to  having  problems,  are  willing  to 
change  and  are  able  to  put  things  right. 

In  the  first  article  of  this  series  John  Kerry 
examines  trading  image  and  style  to  find  out 
why  some  shops  as  a  magnet  to  customers 
while  others  seem  to  repel  them. 

A  successful  shop  draws  customers  from 
across  the  street  and  through  the  door.  The 
layout,  the  lighting,  the  decor,  the  displays, 
the  fittings,  the  choice  and  the  pnces,  create 
a  lasting  image  in  these  customers'  minds. 
Apart  from  these  factors,  service  is  accepted 
as  the  most  important  image  builder. 

A  good  image  is  vital  for  success.  Why, 
then,  do  so  many  retailers,  some  of  them 
chemists,  ignore  their  shop's  image?  These 
retailers  appear  to  be  determined  to  create  a 
bad  impression.  Dated,  badly  maintained 
exteriors  and  dull,  ill-lit ,  shabby  interiors 
and  fittings  are  completey  wrong  for 
shopping  in  the  '80s.  So  is  a  layout  that 
confuses  and  conceals,  narrow  aisles 
blocked  by  cartons  and  "shin  crackers", 
prices  that  either  send  customers  rushing  to 
the  multiples,  or  when  they  are  competitive, 
cannot  be  seen.  So  is  badly  laid  out 
merchandise  —  however  good  the  choice. 
Alternatively  the  choice  can  be  poor,  taking 
no  account  of  fashion,  demands  or 
advertising. 

When  one  or  more  of  these  are  further 
compounded  by  poor  service  from  impolite, 
unhelpful  and  untidy  staff,  the  shop  has  a  big 
image  problem.  Customers  will  cross  the 
street  to  avoid  it. 

The  important  factors  to  consider  when 
seeking  to  change  image  are: 

a.  The  type  of  customers  you  wish  to  attract, 

b.  The  type  of  products  they  will  buy, 

c.  The  position  of  your  shop  in  relation  to 
competitors,  the  surgery,  major  customer 
facilities  (station,  bus  stop,  supermarket, 
store,  car  parks  etc). 

d.  Competitive  activity  on  products  and 
prices  from  other  chemists. 

e.  Business  opportunities  in  the  area. 

f .  Competitive  activity  from  non-chemists. 

g.  Local  influences  such  as  level  of 
employment,  factories,  office  blocks,  type  of 
housing,  socio-economic  groupings. 

h.  Weakness  and  strengths  of  competitors, 
for  example  style,  product  range, 
reputation,  staff  and  quality  of  service. 

A  chemist  shop  located  in  the  local  busy 
shopping  centre  of  an  industrial  town  with 
unemployment  and  council  housing,  within 
a  minute's  walk  of  a  multiple  chemist,  three 
multiple  drugstores,  three  national 
supermarkets,     a    covered  market, 
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Stock  the  Veno's  range 

for  each  type  of  cough. 


ock  and  display  Veno's.  Specialist  care  for  each  different  kind  of  cough. 


Mothercare,  Wool-worths,  and  Marks  & 
Spencers,  has  special  problems  and  special 
opportunities.  Clearly  a  small  traditional 
chemist,  stocking  traditional  lines,  trying  to 
do  battle  agamst  this  formidable  competition 
is  going  to  be  in  trouble.  But  because 
multiples  are  weakened  by  national  policies 
on  stock  range  and  prices,  this  chemist  shop 
has  tremendous  opportunities  to  capitalise 
by  selling  products  that  are  in  demand 
locally,  but  not  found  in  the  larger 
competitors.  Multiples  are  not  known  for 
service  either,  and  it's  much  easier  for  this 
independent  to  build  a  good  service  image. 
Try  as  they  do,  multiples  cannot  really 
become  part  of  the  community  like 
independents. 

So  the  style  and  image  that  will  make 
your  business  successful  is  a  compound  of 
all  the  local  influences  mentioned.  But  the 
most  important  consideration  is,  of  course, 
your  customers  and  what  they  expect. 

Put  yourself  in  the  shoes  of  a  new-comer 
to  your  area,  who  could  become  a  regular 
customer  of  your  shop.  He  or  she  will  judge 
your  shop  in  many  different  ways.  Try  to 
assess  all  of  the  "image"  factors  using  the 
checklist  on  this  page.  Score  each  aspect  out 
of  ten.  It  may  be  useful  to  ask  for  a  less 


subjective  rating  on  these  from  a  third  party. 
A  score  of  ten  is  unlikely  for  any  aspect.  It  is 
not  mtended  to  represent  every  pharmacist's 
idea  of  perfection,  merely  what  is  best  for 
your  shops  image,  given  the  specific  trading 
circumstances. 

This  short  exercise  allows  you  to  assess 
your  image  strengths  and  weaknesses. 
Weaknesses  will  not  only  be  those  at  the  top 
of  your  priority  list  for  correction;  they  will 
also  be  those  criticised  by  your  customers. 
That's  when  a  poor  image  becomes  a  poor 
reputation.  Very  few  shops  can  stand  many 
verbal  observations  such  as  .  .  .  "The  staff 
just  don't  care"  .  .  .  "The  place  is  always  a 
mess"  .  .  .  "You  can  never  find  what  you 
want".  .  .  "It  looks  so  uninviting  I  never  go 
in"  .  .  .  "They  are  so  expensive".  Just  as 
these  are  deadly  broadsides,  the  opposite, 
the  compliments,  are  worth  a  fortune. 

A  shop's  image  is  like  a  suit  —  cut  and 
tailored  to  fit  the  needs  of  the  majority.  But, 
with  time,  it  needs  a  change  and  becomes 
dated  and  shabby.  By  evaluating  your  shop's 
image  objectively,  you  will  discover  which 
aspects  need  improving  or  changing.  Some 
changes  will  be  costly  but  not  as  expensive 
as  the  losses  in  the  turnover  and  profits 
caused  by  a  poor  image. 
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IMAGE  CHECKLIST 

Shop  —  external  sign(s)/fascia 
Window  surround 
Window  glass 

Window  display  materials  and 
fittings 

Window  display  appearance 
Window  display  lighting 
Inside  —  first  impressions 
Inside  lights;  condition  and 
level  of  light 

Decor;  colour  scheme  and 
condition 

Fittings,  age  and  condition 
Layout;  logic  and  ease  of 
movement 
Floor  covering 

Tidiness;  (any  cartons,  dumpbins 

etc,  in  the  way) 

Shop  information  signs, 

department  signs 

Price  tickets  and  barkers;  style 

and  condition 

Prices 

Stock  visibility  and 

merchandising 

Staff;  appearance 

Staff;  approach  to  customers 

Staff;  product  knowledge  and 

helpfulness 

Focal  points;  displays,  features  etc 
Obvious  specialities;  agencies; 
photographic;  cosmetic;  health 
foods,  etc. 


Photographic 
products  to 
Iboost  your 
sales  this 
Christmas! 


Fuji  Twin  Pack  - 
Super  HR  100  // 


(2  -  135  X  24  films). 

Plus  the  full  range  of  Fuji  film. 

Film  so  advanced  it's  intelligent. 
With  brilliant  and  faithful  colour, 
consistent  graduation,  superb  texture  and  stable  quality. 

FASTER 


Keystone  camera  range 

35mm,  disc  and  pocket  cameras,  all  with  built-in 
electronic  flash. 

Le  Clic  -  fashion  disc  and  110  cameras. 

Keystone  cameras  have  become  world-famous  for 
advanced  technology,  innovative  product  design  and 
strict  control  over  quality. 

Flash  Products 

Magicubes,  Flashcubes,  Flip  Flash  and  Flash  Bars. 
Remember  Christmas  is  the  peak  selling  season  for  Flash 
products! 


Duracell  batteries 

Alkaline  batteries  for  Christmas. 

David 
Anthony 

Pharmaceuticals  Ltd 

Edwards  Lane,  Speke,  Liverpool  L2j  9GH. 
Tel  051-486  7117.  Telex  629846  Hermes  G 
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TURNOVER 


BETTER  SERVICE 


Advertising  shell  remember. 
Sales  you  won't  forget 

Our  memorable  new  campaign  for  Medised,  the  Paracetamol-based  children's  analgesic,  is  based  on  a  highly 
motive  subject  that  has  been  designed  to  appeal  especially  to  mothers  of  young  children.  It  is  not  only  emotive,  but 
nformative,  eye-catching  and  very  persuasive.  And  we  firmly  believe  it  will  have  considerable  impact,  rapidly 
onverting  readers  into  purchasers  of  Medised.  This  of  course  means  increased  sales  for  you. 

The  Medised  campaign  is  backed  by  wide  media  coverage,  using  full  page  colour  in  popular  women's 
nagazines,  and  specialist  press.  Attractive  point  of  sale  material  is  also  readily  available,  as  well  as  rewarding  bonuses 
or  you. 

Stock  up  with  Medised  now,  so  that  you  can  meet  the  increasing  demands. 

Medised  can  be  ordered  from  Panpharma.  And  you  will  be  pleased  to  find  that  your  Panpharma  representative 
s  the  same  person  who  previously  represented  only  Luitpold. 


A  little  earlier  and 
the  picture  would  have 
told  a  different  story. 


We  know  how  worrying  and 
distressing  it  can  he  for  you,  as  a  caring  mother,  to 
see  your  normally  bright-eyed  happy  child  suddenly 
red  cheeked,  restless  and  crying  in  pain.  And  all  the  usual  comforting 
doesn't  help. 

So,  especially  with  mothers  of  young  children  in  mind,  who  want 
only  the  best  for  them,  we've  developed  a  pleasantly  flavoured,  liquid 
pain  reliever  called  Medised. 

Medised  is  Paracetamol-based  and  p 
Aspirin-free'  and  can  be  given  day  or  night  to 
children  aged  from  three  months.  It  quickly 
relieves  painful  conditions  such  as  toothache, 
feverish  cold,  sore  throat  and  general  minor 
discomforts.  And  equally  important,  Medised 
helps  your  child  to  sleep,  and  gives  you  peace 
of  mind. 

MedLsed  is  available  without 
prescription  from  your  Chemist  So  don't  go 
home  without  it  next  time  you  go  shopping. 


Eases 
children's  pain 
to  sleep 


Medised 


Medised 

Eases 
children*  pain 
to  sleep 

«JP  I 


i..  sleep 


Wide  media 
coverage 

In  full  page  colour. 
Family  Circle.  Living. 
Good  Housekeeping. 
Health  Visitor. 
British  Journal  for 
Nurses  in  Child  Health. 
Mother  and  Baby. 
Mother.  Parents. 
Bounty  Baby  Book. 
You  and  Your  Baby 
and  New  Baby  annuals. 

Eye-catching, 
colourful  point  of 
sale  material 

Shelf  strips 
Display  cards 
Door  stickers 
Give-away  children's 
stickers 
Showcards 

Mobiles 
Till  stickers 

Rewarding 
bonuses 

Further  information  can 
be  obtained  from  your 
Panpharma  representative. 

Appealing 
packaging 

For  your  convenience 
Medised  is  available  only  in 
140  ml  bottles  which  are 
now  in  attractive 
consumer  packs. 


To  benefit  from  this  new  powerful 
Medised  campaign,  it  will  pay  you  to  talk 
to  your  Panpharma  representative  now. 


Panpharma  Limited,  Hayes  Gate  House,  27  Uxbridge  Road,  Hayes,  Middlesex  UB4  OJN.  Tel:  01-561  8774. 
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DREAMS  If 
ABOTTI" 


...that's  how  the  perfume 
mnuf  acturers  describe  their  wares. 

And  they  knew  how  to  turn  those 
dreams  into  cash  -  into  £382m  last 
year  to  be  exact.  It  seems  it's  all 
down  to  Norwegian  granite, 
honeybees  and  emotional 
messages,  so  if  you  want  your 
\  business  to  come  up  smelling  of 
\V  roses,  read  on... 


■at-  s"vK 


Harrods' way  —  not  to  be  sniffed  at 


"A  dramatic  shining  black  Norwegian  granite  hall, 
counterpointed  by  elements  of  steel,  mirror  and  back-lit  hand- 
sculptured  glass,  softened  with  upholstered  panels  of  iridescent 
pink  Thai  silk."  Harrods'  description  of  their  perfume  hall  might 
seem  a  world  away  from  your  fragrance  counter,  but  the  guiding 
principle  is  the  same  —  make  your  stall  attractive  enough  and 
people  will  buy.  And  any  chemist  who  can  distill  the  essence  of 
the  Harrods  way  with  perfume  has  got  to  be  on  the  scent  of 
success. 


JJWhis  place  is  a  bit  like  the  Tower  of 
I  London,"  says  head  of  perfumery 
Rachel  Andrews.  Not  only  that,  but  some  of 
the  perfumes  on  sale  are  like  an  inventory  of 
the  Crown  Jewels:  the  most  expensive,  L'air 
D'or,  contains  flakes  of  23  carat  gold  and 
costs  £8,000.  The  hall  itself,  created  in 
October  1985,  is  set  like  a  jewel  in  the  centre 
of  the  store.  Archways  lead  off  to  other 
departments,  but  there  inside  the 
perfumery,  all  the  customer  sees  is  perfume, 
on  crescent-shaped  glass  counters  around 
the  edge  of  the  almost  circular  room,  on 
crystal  columns,  and  on  the  central  displays 
crowned  by  huge  black  urns  of  pink  lilies. 

"We  try  to  create  an  atmosphere  in  the 
perfumery  that  is  glamorous,  sparkling,  but 
comfortable  and  not  overwhelming,"  says 
Miss  Andrews.  "Perfume  is  a  very  evocative 
thing.  A  woman  buys  a  fragrance  because 
she  wants  to  be  what  it  symbolises  for  her  — 
it's  very  important  to  sell  a  beautiful  product 
in  a  beautiful  atmosphere." 

As  well  as  glamour,  a  well-trained, 
sympathetic  and  motivated  staff  is  essential, 
says  Miss  Andrews.  Most  of  the  consultants 


are  employed  by  the  perfume  houses  rather 
than  the  store,  sometimes  shared  between 
two  companies.  "To  sell  perfume  you  have  to 
be  very  plausible,  and  very  excited  about 
the  product  you  are  offering,"  Miss  Andrews 
explains.  Harrods  finds  that  loyalty  to  a 
particular  house  achieves  this.  "But  their  first 
priority  must  be  to  serve  the  customer.  If  a 
woman  who  was  looking  for  a  floral  scent 
happened  to  approach  a  consultant  whose 
company  had  nothing  like  that  to  offer,  they 
would  not  try  to  change  her  mind  and  sell 
their  own  perfume  regardless.  They  know 
enough  to  be  able  to  direct  her  to  a  more 
suitable  choice." 

Harrod's  famous  heritage  does  attract  a 
lot  of  passing  trade,  but  the  perfumery 
department  makes  an  effort  to  develop  a 
rappore  with  its  regular  customers  "We 
have  a  tremendous  backbone  of  regular 
customers,  and  many  of  them  are  very 
adventurous.  They'll  call  in  about  every  two 
weeks,  just  to  see  what's  new."  For  this 
reason,  particularly,  good  consultants  are 
essential. 

In  the  men's  fragrance  department  the 


mix  is  significantly  different,  and  this  is 
something  Miss  Andrews  hopes  will  become 
more  developed:  "Men  definitely  do  not 
want  to  shop  in  a  female  environment  — 
probably  a  clubby  atmosphere  would  be 
right  for  them." 

Male  fragrances  are  situated  in  the 
toiletry  department.  Consultants  are  less 
obtrusive  than  in  the  perfumery,  and  the 
layout  promotes  self -selection.  The  section  is 
not  isolated  in  the  way  the  woman's 
perfumery  is,  and  the  decor,  mainly 
burgundy  and  green,  and  atmosphere  are 
far  more  business-like.  "We  have  very  self- 
confident  male  shoppers  in  here,"  says  Miss 
Andrews.  "But  we  have  to  be  guite  careful 
with  them.  The  fragrances  have  to  be  more 
accessible,  and  the  consultants  more 
sensitive  to  when  and  whether  the  customer 
wants  to  be  approached.  Most  men  like  to 
test  the  products  for  themselves,  decide  what 
they  like  and  then  pay  for  it.  Some  like  to  be 
fussed  over  and  helped  to  choose,  but  on  the 
whole  they  prefer  to  do  their  own  thing." 

Miss  Andrews  sees  the  market  as  a  large 
and  growing  one  but  believes  the  shift 
towards  everyday  wearing  of  perfume  has 
been  overestimated.  "Londoners  are  of 
course  very  sophisticated  in  this  way,  but  in 
country  areas  perfume  is  still  seen  as 
something  for  very  special  occasions.  And 
it's  not  necessarily  anything  to  do  with 
money  —  people  who  could  afford  to  use 
fragrance  every  day  will  still  save  it. "  But  she 
does  believe  that  a  wardrobe  approach  to 
fragrance  is  becoming  prevalent:  "You  used 
to  have  your  one  fragrance,  and  you  wore  it, 
and  you  loved  it,  and  it  was  given  you  every 
Christmas.  Now  you  have  two  or  three,  and 
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It fs  ooh-la-la  for  Eli 


This  year  Elida  Gibbs  launched  their  first  women's  fragrance  for 
eight  years,  and  just  to  prove  they  know  their  onions,  they  turned 
to  the  home  of  perfume  for  inspiration. 


'The  French  heritage  of  Audace  is  very 
important,"  says  marketing  manager  Sybilla 
Tyndale,  "It's  a  unique  proposition,  a  French 
perfume  at  a  mass  market  price." 

The  perfume  received  £lm  of  television 
support  at  launch  with  a  similar  burst  for 
Christmas.  Earlier  this  year  a  free  eye  pencil 
with  purchase  was  offered  exclusively 
through  Boots,  and  an  offer  currently 
running  available  to  all  outlets,  gives  free 
imitation  pearl  earrings  with  purchase  of  the 
smaller  sized  spray. 

The  Christmas  push  features  two 
coffrets,  a  spray  with  talc  and  a  spray  with  a 
pink  silk  scarf.  There  is  also  a  free  soap  with 
purchases  of  £7  or  more,  in  selected  outlets, 
and  the  company  has  produced  glossy 
paper  bags  for  the  Christmas  period.  New 
display  units  available  soon  feature  a  silk 


scarf  draped  across,  to  pick  up  on  the 
television  advertisement. 

Ms  Tyndale  believes  the  working  woman 
has  been  a  major  force  in  promoting  the 
everyday  use  of  fragrance,  and  sees  growth 
commg  especially  from  the  young:  "They're 
likely  to  be  going  out  to  work,  they  go  out  in 
the  evenings  more,  they're  trying  to  attract 
the  opposite  sex,  and  they've  got  more 
money  to  spend." 

She  suggests  that  chemists  could 
improve  their  fragrance  business  if  they 
could  set  aside  a  corner  for  perfumes,  and 
try  to  create  an  "indulgent  ambience"  that 
would  encourage  browsing.  Lots  of  testers 
are  crucial.  "Women  don't  buy  fragrance  on 
impulse.  The  first  thing  that  catches  their  eye 
is  the  attractive  display,  then  they'll  test. 
They're   like    honeybees    flitting  from 


fragrance  to  fragrance  and  dipping  in  here 
and  there." 

On  the  male  products  side,  with  Denim, 
it's  business  as  usual.  The  man  who  didn't 
have  to  try  too  hard  is  dead  and  buried, 
along  with  the  oudated  machismo  image. 
"Slogans  like  that  can  backfire  on  you,"  says 
marketing  manager  Roger  Wisdom.  "The 
relaunch  seems  to  have  been  the  right  thing 
to  do."  Advertising  runs  until  Christmas  — 
the  third  burst  this  year. 

"There  certainly  won't  be  any  more 
mistakes  like  Denim  Musk.  That  just 
confused  the  consumer,  and  we  sold  around 
the  same  amount  of  the  whole  brand  but  had 
twice  the  stocks,"  says  Mr  Wisdom. 

He  believes  the  market  is  a  growing  one, 
partly  because  more  men  are  living  alone. 
"Retailers  have  to  realise  that  men  are  a 
force  m  this  market,"  says  Mr  Wisdom,  "a  lot 
of  chemists  still  keep  men's  fragrances 
behind  a  counter,  which  inhibits  browsing. 
It's  a  mistake  to  put  barriers  between  them 
and  their  purchase." 


you'll  wear  one  when  you  feel  this  way  and 
another  when  you  feel  that  way." 

Harrods  tend  to  know  well  in  advance  if 
the  major  houses  are  launching  a  new 
fragrance,  and  are  often  offered  major  new 
perfumes  exclusively  for  a  given  period.  If  a 
company's  perfumes  are  already  stocked  by 
the  store,  the  new  fragrance  will  usually  be 
taken  anyway.  If  not,  the  key  reason  for 
stocking  it  is  whether  it  will  fit  into  the  style 
the  perfumery  tries  to  create  —  not 
necessarily  a  clear-cut  decision  about 
whether  the  product  is  sufficiently 
"upmarket"  .  "You  see  it  first,  and  decide  if  it 
fits  into  the  atmosphere  you're  trying  to 
create.  Then  you  smell  it.  That  gives  you  an 
instant  response  —  you  may  not  like  it 
personally,  but  you  can  see  where  it's  going 
to  fit."  Cues  can  also  be  taken  from  the  wider 
fashion  market  —  if  a  certain  designer  is 
enjoying  success,  his  fragrance  is  likely  to 
do  the  same. 

Particularly  successful  this  year  have 
been  Obsession  —  "We  felt  very  strongly  for 
that";  Poison  —  "a  huge  success";  Coco  — 
"a  beautiful  fragrance";  and  Beautiful  —  "it 
didn't  make  a  very  big  impression  at  first, 
because  we  didn't  have  it  exclusively,  but  it 
has  established  itself  over  the  year."  On  the 
male  side,  Giorgio  has  been  "stunningly 
successful,"  and  Belami  and  Gianfranco 
Ferre  pour  homme  have  caused  excitement, 
says  Miss  Andrews. 

"Our  job  is  to  have  on  the  shelves  what 
people  want  to  buy.  What  makes  you  excited 
about  a  particular  fragrance  is  really 
instinct.  Its  like  any  business  —  once  you 
have  the  experience  it  tends  to  follow  that  if 
you  get  excited  the  customer  will  too". 
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Spraying  it 
with  flowers. .. 

When  is  a  perfume  not  a 
perfume?  When,  it  seems,  it's  a 
body  spray.  These  perfume/ 
deodorant  hybrids  have  been 
with  us  for  some  time  now,  and 
show  550  per  cent  growth  over 
the  last  five  years.  But  how  do 
they  fit  in  with  the  traditional 
fragrance  market? 

"Men  can't  help  acting  on  Impulse"  says  the 
advertising.  Neither  it  seems  can  women  — 
the  body  spray  market  is  worth  £26m, 
according  to  Elida  Gibbs,  who  say  their 
Impulse  takes  60  per  cent  of  it. 

Since  the  launch  of  Impulse,  other 


Impulse  —  an  emotional  message  in  a 
can 


companies  have  acted  on  it  too  —  the 
bandwagon  now  carries  Smith  &  Nephew's 
Lrmara,  own  brands  from  Sarnsburys,  Marks 
&  Spencer  and  Boots,  and  a  number  of 
sprays  as  fragrance  line  extensions,  as  well 
as  Elida  Gibbs'  own  second  string,  Vivas. 
Samsbury's  include  several  variants  in  their 
range,  while  Boots  'and  Marks  &  Spencer 
focus  on  twin  packs  with  a  day /night  theme. 

The  launch  of  Impulse  moisturising  body 
mousse  this  year  seems  to  be  moving  the 
sector  further  towards  the  fragrance  market, 
rather  than  the  deodorant  sector,  but 
consumers  see  body  sprays  as  falling 
somewhere  between  the  two,  says  Impulse 
brand  manager  Roger  Kirman:  "Impulse  is 
rarely  perceived  as  an  effective  deodorant 
—  yet  it  is  worn  with  other  fragrances  and 
not  seen  as  likely  to  clash. " 

It  appears  that  body  sprays  have  created 
a  new  category  within  the  fragrance  market 
rather  than  cannibalising  sales  there.  Elida 
believe  that  the  product  gets  women  into  the 
habit  of  using  fragrance  everyday  —  as  they 
would  deodorant. 

The  success  of  Impulse  among  the  other 
sprays,  according  to  Mr  Kirman  "is  its 
emotional  message."  This  has  been 
consistent  throughout  the  brand's 
advertising  since  its  launch,  and  has  been 
picked  up  with  the  free  flowers  promotion. 

Last  year  Elida  began  to  encourage  men 
to  get  the  habit  too,  with  the  launch  of  Lynx. 
This  har  not  been  such  an  instant  success  as 
Impulse,  says  marketing  manager  Roger 
Wisdom,  because"men  are  inherently 
conservative,"  but  the  company  says  its 
progress  is  steady. 
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Figuring  out  the 
fragrance  factor 

Take  a  look  at  that  woman  there.  The  one  loitering  beside  your 
fragrance  display.  Is  she  a  dabber-behind-the-ears,  or  a  splash- 
it-on-all-over-every  day  type?  You  don't  know?  —  then  Max 
Factor  think  it's  time  you  found  out,  because  while  you  weren't 
looking,  your  fragrance  customer  has  been  doing  a  little 
studying.  She  knows  all  about  fragrance  now,  and  whether  it's  a 
little  something  for  special  occasions  or  a  wardrobe  of  perfumes 
to  match  every  dress,  she's  using  —  and  buying  —  more  and 
more. 


ax  Factor  see  growth  coming  from  two 
i  kinds  of  consumers:  the  woman  who 
used  to  dab  on  perfume  for  special 
occasions  is  now  likely  to  use  it  every  day, 
while  the  consumer  who  was  already 
comfortable  with  using  fragrance  all  the 
time,  is  now  moving  away  from  the  idea  of 
always  wearing  the  same  fragrance  and 
experimenting  with  two  or  three,  to  match 


her  mood  and  the  occasion.  The  company's 
latest  perfume,  Le  Jardm  d'Amour,  is  aimed 
at  capitalising  on  this  trend,  and  marketed  as 
a  night-time  /special  occasion  perfume  for 
those  who  would  normally  wear  Le  Jardin. 

"Women  now  realise  that  if  they're  going 
out  in  the  evening  and  changing  their  dress, 
it  makes  sense  to  change  their  perfume  as 
well,"  says  senior  proudct  manager  Heather 


Cool  customers 

With  over  hall  of  perfume  sales  falling  in  the 
pre-Christmas  period,  perfume  companies 
usually  love  the  summer  about  as  much  as 
snowmen  do.  But  Alberto-Culver, 
distributors  of  4711,  have  become  sun 
worshippers  this  year.  This  summer  they 
concentrated  on  the  product's  refreshing 
properties,  and  were  the  first  perfume 
company  to  use  Capital  Radio's  "thermal" 
advertising  package.  This  meant  that  the 
advertisements  were  only  broadcast  if  the 
temperature  reached  a  specified  height. 
Other  "cool  moves"  were  kits  incorporating 
the  Ice  range,  and  a  cool  bag  offer. 


Pastale  shades 

Redesigned  POS  material  for  Matchabelli's 
Pastale  incorporates  images  from  its  Press 
advertising.  The  unit  is  available  this  month 
to  coincide  with  the  start  of  the  Pastale 
Christmas  television  advertising  campaign. 
The  company  says  the  perfume  is 
performing  "well  ahead  of  budget".  It  will 
also  be  supported  by  a  covermount  on 
Women's  Own  and  a  consultant  gift-with- 
purchase  offer.  Matchabelli  plan  "a  heavy 
promotional  programme"  on  all  their  brands 
for  1987,  with  Pastale  supported  throughout 
the  year  on  television  and  in  the  Press,  and 
Cachet  appearing  on  television  in  March 
and  December. 
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Jane  Seymour  shows  her  other  side  for  Le 
Jardin  d'Amour 

Graham.  And  customers  are  also  becoming 
aware  of  the  benefits  of  "layering"  fragrance 
—  with  a  corresponding  increase  in  sales  of 
body  and  bath  lines. 

Ms  Graham  believes  a  variety  of  factors 
are  responsible  for  these  changes:  women's 
magazines,  more  POS  information, 
advertising,  and  better-trained  assistants  or 
consultants  in  shops.  The  latter  is  an  area 
where  department  stores  usually  score  over 
the  chemist,  but  Max  Factor  have  plans  to 
remedy  that.  They  have  already  spent  time 
training  stalf  from  Savory  &  Moore,  E.  Moss, 
Cross  &  Herbert  and  Underwoods,  and 
hope  to  extend  the  service  eventually  to  the 
independent  high  street  chemist. 

Another  equally  important  buying  trend 
to  Max  Factor  is  the  creation  of  a  middle 
market,  between  mass  and  fine  fragrances. 
The  company  believes  their  own  Le  Jardin 
started  off  this  sector,  into  which  they  would 
also  place  Faberge's  Fleurs  du  Monde, 
Matchabelli's  Pastale  and  Avon's  Ophelia. 

"The  mid-market  has  become  a 
recognisable  buying  niche,"  says  Ms 
Graham.  "I'm  sure  there  is  a  trend  towards 
customers  trading  up  —  they  don't  mind 
paying  an  extra  pound  or  two  if  it  gets  them 
something  really  nice  and  well  presented, 
rather  than  a  fragrance  that  is  obviously 
mass  market."  But,  says  Heather,  the 
middle-market  sector  is  also  encouraging 
people  to  trade  down:  'The  streetwise 
consumer  will  see  she  can  pay  less  than  the 
fine  fragrance  houses  charge  and  still  get 
the  same  quality  of  product." 

As  far  as  types  of  fragrance  are 
concerned,  Ms  Graham  sees  floral  orientals 
remaining  popular  for  probably  the  next 
couple  of  years.  "The  market  can't  take  in 
many  more  white  flower  fragrances,  like  Le 
Jardin,  Anais  Anais  or  White  Linen,  but  the 
orientals,  like  Opium,  tend  to  be  either  loved 
or  hated,  and  don't  suit  everybody, 
especially  for  daytime  use.  The  floral 
orientals  are  a  change  from  the  white 
flowers,  and  are  really  the  acceptable  side  of 
the  orientals." 

Le  lardin  has  been  developed  to 
capitalise  on  this,  continuing  the  idea  of 
taking  fine  fragrance  trends  as  the  basis  for 
a  more  reasonably  priced  perfume  which 
began  with  Le  Jardin.  Max  Factor  believe  it's 
a  formula  that  works,  and  figures  show  a  36 
per  cent  year  on  year  increase  in  value  sales 
of  Le  Jardin.  It  was  featured  in  the 
company's  traditional  big  Summer 
promotion,  with  the  introduction  of  travel 
soap  and  body  refresher.  Le  Jardm  d'Amour 
is  just  appearing  on  shelf,  having  been 
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exclusive  to  Boots  for  two  weeks  from 
October  6.  Boots  also  have  an  exclusive  on 
"Changing  Moods",  a  grft  set  combining  the 
new  and  the  original  variants.  Television 
advertising  for  the  new  fragrance  will 
feature  Jane  Seymour,  as  did  the  original  Le 
Jardm's  advertising  but  this  time  in  rather 
less  innocent  mood,  and  joined  by  a 
mysterious  man. 

Largely  because  of  the  heavy  support 
given  to  Le  Jardin,  the  older  brands  —  Epns, 
Blase  and  Geminesse  —  have  not  received 
great  support  this  year,  but  Max  Factor  say 
they  are  all  holding  their  own.  Geminesse 
has  been  repackaged  into  white  cartons, 
striped  with  ivory  and  gold  and  featuring  the 
Geminesse  twins  symbol.  Bath  accessories 
were  also  added. 

Blase,  the  teenage  fragrance,  has  not 
received  advertising  support  for  a  couple  of 
years,  but  nevertheless  shows  41  per  cent 
year-on-year  growth  in  value  terms. 
Deodorant  body  mousse  and  shower  gel 
were  introduced  during  the  Summer, 
initially  as  trial  sizes. 

Epns  has  done  without  advertising  for 
some  time,  and  though  fairly  static  is  still 
doing  good  business,  says  Ms  Graham. 

Max   Factor  say  chemists  are  very 


important  to  their  fragrance  business.  "I  feel 
a  bit  sorry  for  the  small  chemist  in  the 
fragrance  market.  He  gets  bombarded  with 
promotions,  many  of  which  are  not  suited  to 
his  needs,  especially  as  he's  likely  to  be 
limited  on  space,"  says  Ms  Graham.  Max 
Factor  try  hard  to  provide  relevant 
promotions  for  chemists,  though  it  is  difficult 
to  run  exclusive  offers  as  they  might  for 
Boots  or  other  groups.  But  they  do  run 
sampling  days,  providing  samples,  POS 
materials  and  a  sash  for  the  assistant  to  wear, 
to  help  the  chemist  create  something  of  the 
atmosphere  of  the  larger  outlets. 

"Display  is  the  key,"  says  Ms  Graham: 
"Selling  perfume  is  all  about  creating  the 
right  image  at  point  of  sale,  and  with  a  good 
window  display  you're  halfway  there."  The 
company  make  window  displays  available 
through  their  reps,  who  are  encouraged  to 
seek  space  in  chemist's  windows,  says  Ms 
Graham.  Having  the  nght  testers  available  is 
very  important,  and  again  there  should  be 
no  problem  obtaining  them  from  reps. 
Chemists  also  get  access  to  the  same  POS 
material  as  other  outlets,  and  the  company 
feel  the  range  available  should  offer 
something  for  even  the  smallest  space. 

Plans  for  next  year  include  heavyweight 


Parfums  Weil  are  launching  a  new  men's 
fragrance  inspired  by  and  named  after 
Rudyard  Kipling.  Described  as  a 
fragrance  "for  men  who  make  the  world 
move",  Kipling  is  on  sale  now  in  Harrods, 
Self  ridges  and  Harvey  Nichols,  and  will  be 
released  to  more  department  stores  before 
Christmas  and  selected  chemists  in  the 
New  Year.  The  range  comprises  eau  de 
toilette  (50ml  £15,  100ml  £20,  200ml  £33 
and  100ml  spray  £22)  and  after  shave  (50ml 
£11,  100ml  £15,  100ml  spray  £18). 
Distributed  by:  Classic  Sales  Ltd,  Warton 
House,  150 High  Street,  London  E152NE 


advertising  for  both  Le  Jardin  fragrances, 
and  support  for  the  other  brands.  The 
Summer  will  see  special  activity  on  Le 
Jardin,  with  Le  Jardin  d'Amour's  turn 
coming  in  the  Autumn,  and  Geminesse  will 
be  featured  around  the  middle  of  the  year. 
All  five  fragrances  should  get  range 
extensions. 

The  company  are  also  "very  aware"  of 
the  opportunities  offered  in  the  male  market, 
and  although  they  are  revealing  no  plans  as 
yet,  Ms  Graham  says  they  will  be  looking 
closely  at  the  sector. 


AND  PINO 

SILVESTRE 


full  colour  posters  will  be  seen  by  millions  on  the 
London  underground  and  on  buses  throughout  the  country. 

Check  your  stocks  -  ask  your  rep  to  call. 

OWe  are  also  distributors  for  Aquascutum  \nuncrutum 
toiletries  and  Etienne  Aigner  Cosmetics,  xm?*i^feSim'" 
cosmetics       so  ask  for  details  of  these  products  too! 


WIGMORE  PRODUCTS 

31  Chase  Road  London  NW10     TELEPHONE  01-965 1520, 
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Beautiful  gets  the  treatment 


It's  been  a  Beautiful  year  for 
Estee  Lauder.  Their  latest  baby 
is  up  and  running  —  but  will 
Christmas  see  some  sibling 
rivalry? 


B 


eautiful  was  launched  into  chemists  in 
September,  though  customers  were  sent 
samples  a  month  before.  Early  sales  look 
very  promising,  says  marketing  manager 
Meg  Giliord:  "Beautiful  is  doing  much 
better  than  Obsession  and  Poison  —  it  seems 
the  Englishwoman  has  gone  for  the  positive 
influence  of  romance." 

White  Linen  was  given  an  on-counter 
promotional  push  just  before  Beautiful  came 
into  chemists,  and  both  fragrances  will  be 
advertised  on  television  until  December, 
though  in  different  regions.  White  Linen 
safes  are  still  buoyant,  says  Ms  Gilford,  "but 
it  will  be  interesting  to  see  what  happens  at 
Christmas."  The  company   is,    in  fact, 


offering  Christmas  coffrets  for  White  Linen 
and  not  Beautiful,  but  they  will  be  supplying 
festive  wrapping  paper  and  boxes  to  allow 
sales  assistants  to  make  up  Beautiful  gift  sets 
on  demand. 

Women  m  general  are  buying  fragrance 
more  and  more,  says  Ms  Gilford:  "Women 
used  to  have  a  particular  scent,  receive  it  as 
a  Chnstmas  present  and  save  it  for  the  whole 
year.  Now  they  use  it  every  day,  even  to  the 
office,  and  they  don't  wait  to  get  it  as  a 
present.  The  introduction  of  a  strength 
between  eau  de  toilette  and  pure  perfume  — 
Estee  Lauder  call  it  eau  de  parfum  —  is 
important  in  this,  Ms  Gilford  believes.  It  lasts 
almost  as  long  as  perfume  but  is  priced  so 
that  women  can  afford  to  buy  it  for 
themselves. 

Like  most  fine  fragrance  houses,  Estee 
Lauder  is  represented  in  a  minority  of 
chemists  —  though,  unlike  most,  they  don't 
sell  through  Boots  —  but  they  say  their 
chemist  accounts  are  very  important  to 
them,  due  to  being  situated  where  women 


A  touch  of  drama 

Teatro  alia  Scala  is  the  latest  perfume  from 
Italian  designer  Krizia,  a  floral  oriental 
described  as  a  fragrance  that  "puts  a  woman 
on  stage".  Exclusive  to  Harrods  at  the 
moment,  it  will  be  launched  nationally  in 
January,  with  a  promotional  spend  of 
£120,000. 

Teatro  alia  Scala  comes  packaged  in  a 
crystal  bottle  embedded  in  a  tortoiseshell 
base.  The  range  comprises  parfum  (20ml 
£80),  eau  de  parfum  (50ml  £26,  75ml 
£32,50),  eau  de  parfum  spray  (25ml  £18, 
50ml  £27,  100ml  £39.50),  eau  de  toilette 
(50ml  £21.50,  75ml  £27.50)  and  eau  de 
toilette  spray  (25ml  £15,  50ml  £22.50,  100ml 
£33.75).  Maurice  Douek,  3  Colhdge 
Gardens,  London  NW6. 


Let  me  tell  you  a  story... 

Fragrances  should  be  displayed  as  a 
complete  story,  say  Woods  of  Windsor  — 
and  they  offer  a  range  of  display  material 
sufficient  for  an  epic. 

There  are  separate  display  units  for  the 
Victorian-inspired  Rondaletia  range,  for 
men's  products,  floral  fragrances,  travel 
mmatures  and  eau  de  parfum  sprays,  all 
suitable  for  shelf,  counter  or  window  use.  In 
February  the  company  will  be  making 
available  a  new  display  unit  specially 
designed  for  pharmacies,  which  can  fit  into 
a  gondola  or  be  used  on-counter;  and  for  a 
more  unusual  touch,  they  offer  circular 
tables  draped  in  their  own  exclusive  fabrics. 
Representatives  will  merchandise  according 
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to  the  pharmacist's  requirements,  says  the 
company.  In  addition,  Woods  offer  sample 
vials  of  all  their  fragrances,  so  that  customers 
can  try  in  the  pharmacy  or  at  home. 

This  year  the  company  launched  three 
new  fragrances.  Forget-me-not  and  wild 
orchid,  have  proved  popular  with  the 
young,  say  Woods,  while  Rondaletia 
appeals  to  a  more  sophisticated  customer  — 
it  was  adapted  from  a  nineteenth  century 
formula  found  in  the  company's  archives. 
The  original  fragrance  was  inspired  by  a 
plant  grown  from  some  mysterious  seeds 
found  in  a  shipment  of  orchids  from  Mexico. 
The  seeds  were  grown  in  Kew  Gardens  and 
proved  to  be  those  of  a  flowering  shrub  — 
ironically,  completely  odourless! 


don't  have  access  to  large  department 
stores.  The  company  say  chemists  get  the 
same  support  as  department  stores  — 
"within  reason".  In  chemists  where  space  is 
a  problem,  they  encourage  the  retailer  to 
focus  display  on  one  product  or  product 
area  that  is  particularly  important  at  a  given 
time.  They  also  offer  three  days  training  to 
chemist  assistants,  and  award  a  certificate 
which  can  be  displayed.  Regional  trainers 
offer  help  with  specific  problems  and  there 
are  monthly  meetings  which  also  give 
occasional  training. 

Plans  for  the  coming  year  include  line 
extensions  for  Beautiful,  and  the  celebration 
of  its  first  birthday  in  March.  There  will  be 
advertising  for  both  Beautiful  and  White 
Linen,  with  promotional  support  for  the 
other  fragrances. 

For  the  ladies 

Paco  Rabanne  returned  to  their  roots  this 
year,  with  the  launch  of  their  women's 
fragrance  La  Nuit.  Best  known  for  male 
fragrance,  they  in  fact  began  with  Calandre, 
for  women,  but  have  never  been  market 
leaders  in  women's  perfumes.  This  year, 
they're  hoping  to  change  all  that. 

"A  promise  of  what  is  to  come"  is  how  the 
publicity  material  describes  La  Nuit,  but 
Creative  Fragrances,  who  distribute  Paco 
Rabanne  are  more  cautious.  "You  can't 
necessarily  translate  success  in  one  field  into 
success  in  another,"  says  managing  director 
John  Doe.  So  the  company  is  trying  to 
involve  retailers  in  an  approach  that  will 
build  on  the  reputation  of  Paco  Rabanne 
pour  homme  but  not  rely  on  it:  We're  asking 
retailers  to  introduce  us  to  the  women's 
market  as  a  company  which  has  been  very 
successful  with  male  fragrances." 
Advertising  will  run  until  Christmas. 

Half  the  company's  customers  are 
chemists,  though  they  don't  provide  50  per 
cent  of  the  business.  New  accounts  are  not 
being  sought  at  the  moment.  Chemists  get 
the  same  support  material  as  other  outlets, 
with  dummies  and  testers  available.  But, 
says  Mr  Doe,  "clearly  the  chemist  doesn't 
have  the  linear  counter  space  for  large 
displays.  What  he  offers  is  personal  service." 

Recent  excitement  about  changes  in  the 
men's  market  has  been  premature,  Mr  Doe 
believes:  "We're  trying  to  move  men  towards 
skincare,  but  they  are  quite  conservative.  It's 
not  easy  to  persuade  the  average  Mancunian 
male  that  he  needs  his  own  moisturiser, 
cleanser  and  facial  scrub. "  He  also  discounts 
the  idea  that  both  men  and  women  are 
buying  more  fragrance  products  for 
themselves:  "I  really  can't  see  any  evidence 
for  that.  The  majority  of  business  is  still  done 
at  Christmas  —  right  now  you  can  see  the 
shops  stacking  perfume  up  to  the  ceiling. 
You  don't  see  anything  like  that  for  the  rest  of 
the  year." 
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Worth  a  look  back 


7e  Reviens"  is  the  cry  of  Worth's  classic 
perfume  —  and  according  to  the  company 
it's  what  women  are  saying  too.  Worth 
believe  there  is  a  move  back  to  the  old 

avourites. 

"There  are  a  large  number  of  designer 
label  perfumes  around  at  the  moment  —  the 
market  has  been  swamped  with  them  and 
they  don't  seem  to  be  doing  very  well,"  says 
director  Pierre  Perrot.  "The  soft  and 
feminine  French  fragrances  seem  to  be 
competing  extremely  well  with  the  more 
exotic  perfumes." 

Worth  perfumes  are  distributed  to  what 
the  company  describes  as  "a  very  loyal  line 
of  chemists",  many  of  whom  have  been 
stockists  for  over  40  years.  The  company 
recommends  that  chemists  establish  a 
counter  purely  for  fragrances  if  possible, 
with  trained  staff,  to  ensure  the  same  kind  of 
personalised  service  that  a  customer  gets 
from  a  department  store. 

Activity  this  year  focused  on  the 
company's  latest  perfume,  Dans  la  nuit, 
which  is  covermounted  on  the  current  issue 
of  Woman's  Journal.  Dans  la  nuit  is  also 
advertised  on  the  back  cover  of  several 
women's  magazines  until  Christmas  and  is 
on  television  during  the  same  period. 

Plans  for  1987  include  gifts  with 
purchase  and  limited  edition  offers  as  well  as 
more  advertising . 


Bubbling  over 


Best  known  for  their  soaps  and  toiletries, 
Bronnley  are  to  advance  further  into  the 
fragrance  market  with  the  introduction  in 
1987  of  colognes  to  complement  their 
almond  oil  soaps. 

The  company  introduced  fragrances  to 
their  water  lily  collection  in  1985,  and  sales 
of  the  three  colognes  have  exceeded 
company  expectations  by  25  per  cent. 

The  almond  oil  colognes  are  described 
as  "perfect  for  applying  liberally  after  a  bath 
or  shower  and  for  freshening  up  during  the 
day".  Sales  director  Tom  Stocker  says:  "The 
move  into  the  fragrance  market  is  a  natural 
extension  of  Bronnley 's  traditional  soaps  and 
toiletries  ranges."  And  with  a  full  time 
perfumer  employed  at  their  Brackley 
factory,  Mr  Stocker  says  Bronnley  are  one  of 
the  few  companies  able  to  enjoy  the  benefit 
of  "on-site"  fragrance  development. 


Men's  talk 


"For  too  long  the  industry  has  failed  to 
recognise  the  importance  of  men. 
Manufacturers  have  produced  a 
proliferation  of  brands  with  little  imagination 
or  distinctiveness  ....  retailers  have  talked 
about,  but  made  little  headway  in  creating 
the  right  retail  environment  for  the  male 
shopper."  Bold  statements  from  Shulton's 
David  Campbell,  but  perhaps  that's  not 
surprising  from  a  company  that  believes  it 
has  a  hotline  to  the  future. 

Shulton's  latest  research,  published  as 
the  Manpower  report,  incorporates  a 
technigue  known  as  future  featuring,  which 
entails  mdentifying  the  individuals  on  the 
leading  edge  of  the  market,  with  the  view 
that  what  they  are  using  now  is  what  others 
will  be  looking  for  tomorrow. 

The  Male  Purchaser  of  Toiletry  & 
Fragrance  Markets 
The  key  dynamic  element 
Average  annual 
expenditure  per  capita 


All  men 
£10.8 


Unmarried 
men 
£19.40 


All  men 
CIO  8 


Men 
aged 
1524 
115  0 


Men 

Men 

aged 

aged 

25-34 

35-44 

£13.3 

£13.3 

Men 
Aged 
45-64 

£6  9 


Annual  Growth  +  ttO%  Annual  Growth  +  3S% 

Based  on  year  ending  June  1986 

What's  happening  today,  according  to 
Shulton,  is  that  they  have  increased  market 
share,  mainly,  they  believe,  through  the 
impact  of  Insignia.  But  apart  from  Aramis, 
the  company  says  most  other  ranges  have 
come  under  pressure  as  the  market  becomes 
more  fragmented  —  though  Shulton  do  have 
an  advantage  with  six  brands.  The  largest 
impact  has  been  made  by  the  growth  of  fine 
French  fragrances,  according  to  Shulton, 
which  has  caused  the  increase  in  the  market, 
and  seems  to  coincide  with  the  rise  m  sales  of 
men's  fragrances  for  their  own  use. 

Shulton's  Old  Spice  is  still  the  number 
one  aftershave  in  unit  terms,  says  the 
company,  and  despite  being  almost  50  years 
old  is  still  showing  38  per  cent  growth.  It  will 
be  supported  with  national  television  again 
this  Christmas,  with  a  £lm  spend.  An 
extensive  programme  of  activity  is  promised 
for  1987.  The  other  five  brands  will  also  be 
receiving  television  support  this  Christmas, 
and  upgraded  packaging  for  Mandate  will 
be  introduced  by  the  end  of  the  year. 

The  Male  Purchaser  of  Toiletry  & 
Fragrance  Markets 
Average  annual  expenditure  per  capita 


Based  on  year  ending  June  1986 


What's  in  a  name? 

It  was  the  marketing  man's  nightmare.  The 
new  product  stood  poised  on  the  brink  of  a 
spectacular  launch,  POS  material  and  packs 
were  ready  —  and  then  the  company 
decided  the  name  was  too  similar  to  a 
competitor's  product. 

It  happened  this  year  to  Givenchy,  when 
they  changed  the  name  of  their  new  men's 
range  from  Keryus  to  Xeryus  just  before  the 
launch,  to  avoid  confusion  with  Yves  St 
Laurent's  Kouros. 

We  can't  know  how  successful  Keryus 
would  have  been,  but  Xeryus,  on-counter 
since  September,  has  achieved  value  sales 
60  per  cent  above  expectations,  say 
Givenchy.  And  they  expect  it  to  be  as 
successful  as  its  counterpart  female 
fragrance  Ysatis,  launched  two  years  ago 
and  now  taking  more  than  a  third  of  the 
company's  fragrance  turnover.  Xeryus  is 
being  advertised  in  five  television  regions 
until  Christmas,  and  will  be  joined  by  Ysatis 
towards  the  end  of  the  year. 

Givenchy  trade  on  an  agency  basis,  and 
approach  outlets  themselves  if  they  want  to 
open  new  accounts.  Stockists  are  required  to 
take  all  the  fragrances,  with  the  exceptions 
of  Le  De  and  Vetyver. 

Chemists  provide  around  a  third  of  their 
turnover,  but  have  been  the  least  successful 
sector  this  year  ,  with  sterling  sales  almost 
static.  The  company  believes  this  is  due  to 
chemists  operating  on  high  levels  of  stock 
left  over  from  Christmas. 


Scent  of  success 

Dana  Perfumes  plan  to  be  up  with  the  big 
names  within  the  next  five  years  —  and 
they're  keen  that  chemists  share  in  their 
success. 

"We  find  chemist  outlets  are  able  to  give 
much  more  personal  attention  to  perfume 
buyers,  while  the  bigger  stores  tend  to  be 
dominated  by  counter  staff  linked  to  house 
names  who  will  obviously  try  to  sell  their  own 
houses,"  says  managing  director  Brian 
Hepburn.  "Our  best  pharmacist  outlets  are 
those  where  the  staff  take  an  enthusiastic 
interest  in  fragrance  and  show  a  good 
knowledge  of  how  it  should  be  tested  and 
how  different  customers  react." 

Recent  company  reorganisation  means 
increased  emphasis  on  sales  and 
distribution,  and  this  push  is  focusing 
particularly  on  Tabu  and  Herbissimo.  The 
latter  is  being  repackaged,  and  two  new 
soaps  are  to  be  added.  In  addition,  10ml 
sprays  of  Tabu  will  come  with  a  free  trial  size 
of  Herbissimo,  and  the  company  want  to 
increase  the  latter's  distribution. 


Chemist  &  Druggist  8  November  1986 


809 


Aeropax  (International)  Ltd.  trading  as 
Stephar  BV 


PL/4259/0202 

Adalat  5 

Nifedipine  5mg 

PL/4259/0195 

Cyklokapron  tablet 

Tranexamic  acid 

500mg 

PL/4259/0087 

Mysoline  tablet 

Primidone  250mg 

PL/4259/0201 

Tenoret  50 

Atenolol  50mg, 

chlorthalidone  12  5mg 

PL/4259/0194 

Tnludan  suspension 

Terienadine  30mg 

(pharmacy  medicine) 

Alan  Pharmaceuticals  Ltd 

PL/5401/0001 

Aldomet  250mg  tablet 

Memylaopa  or 

.  Dmg  —  ZDumg 

anhydrous  methyldopa 

PL/5401/0064 

Bolvidon  30mg  tablet 

Mianserin 

hydrochloride  30mg 

PL/5401/0002 

Capoten  25mg  tablet 

Captopnl  25mg 

PL/5401/0042 

Corgard  80mg  tablet 

Nadolol  oUmg 

PL/5401/0115 

Prothiaden  75mg 

Dothiepin 

hydrochloride  75mg 

PL/5401/0116 

Stromba 

Stanazolol  5mg 

PL/5401/0051 

Tenoretic  tablet 

Atenolol  lOOmg, 

chlorthalidone  25mg 

PL/5401/0077 

Timoptol  0.25°/o 

Timolol  maleate 

ophthalmic  solution 

3.42mg  =  2.5mgbase 

PL/5401/0094 

Timoptol0.5°/o 

Timolol  maleate 

ophthalmic  solution 

6  83mg  =  5mg  base 

API  (Suppliers)  Ltd 

PL/5848/0077 

Colmid  tablet 

Clomiphene  citrate 

50mg 

PL/5848/0310 

Nolvadex  lOmg  tablet 

Tamoxifen  citrate 

15  2mg  =  lOmg 

tamoxifen  base 

PL/5848/0341 

Parlodel  lOmg 

Bromocriptine 

capsule 

mesylate  1 1  47mg  = 

lOmg  bromocriptine 

base 

PL/5848/0225 

Timoptol  eye  drops 

Timolol  maleate 

0.5% 

6  83mg  =  5mg  base 

Cloakstyl 

b  Ltd,  trading  as  Field  Court 

PL/5871/0108 

Hydergine  1  5mg 

Co-dergocrine 

mesylate  1.5mg 

PL/5871/0119 

Orap  4mg 

Pimozide  4mg 

PL/5871/0100 

Septnn  adult 

Sulphamethoxazole 

suspension  forte 

400mg,  trimethoprim 

80mg 

PL/5871/0115 

Septnn  (Eusapnm) 

Trimethoprim  40mg, 

paediatnc  suspension 

Sulphamethoxazole 

200mg 

Copeairn  Ltd 

PL/5283/0036 

Capoten  50mg  tablet 

Captopnl  50mg 

PL/5283/0093 

Corlan  pellet  2  5mg 

Hydrocortisone  sodium 

succinate  BP  3.53mg 

=  2.5mg  base 

PL/5283/0037 

Froben  50mg  tablet 

Flurbiprofen  50mg 

DDSA  Pharmaceuticals  Ltd,  trading  as 

Genethic  Pharmaceuticals 

PL/0225/0067 

Ventohn/Ventohne 

Salbutamol  BP  20mg 

(salbutamol  aerosol 

inhalation  BPC) 

Discount  Pharmaceuticals  Ltd 

PL/8223/0003 

Adalat  AR 

Nifedipine  20mg 

PL/8223/0002 

Natnlix  2.5mg  tablet 

Indapamide 

hemihydrate  2  5mg 

PL/8223/0001 

Septnn  tablet 

Sulphamethoxazole 

400mg,  trimethoprim 

80mg 

PL/8223/0004 

Voltaren  50 

Diclofenac  sodium 

50mg 

Dowelhurst  Ltd 

PL/5662/0085 

Alrheumat 

Ketoprofen  50mg 

PL/5662/0076 

Indocid  suppository 

Indomethacin  lOOmg 

lOOmg 

Eurochem  Ltd 

PL/5513/0242 

Adalat  5mg  capsule 

Nifedipine  5mg 

PL/5513/0201 

Benortan  suspension 

Benorylate  40%  w/v 

(pharmacy  medicine) 

PL/5513/0237 

Catapresan 

Clonidine 

hydrochlondeO  30mg 

PL/5513/0233 

Corgard  40mg 

Nadolol  40mg 

PL/5513/0044 

Corlan  2  5mg  pellet 

Hydrocortisone  sodium 

succinate  3. 34  mg 

eguivalent  to  2.5mg) 

PL/5513/0219 

Salazopynne  EC 

Sulphasalazme  500mg 

500mg  tablet 

Europharm  Ltd 

PL/6792/0073 

Ophmme 

Azatadine  maleate 

lmg  (pharmacy 

medicine) 

PL(PI)  update 

The  following  PL(PI)s  have  been  notified 
to  C&D  since  the  June  28  supplement. 


PL/6792/0051     Ventolin  inhaler 


Exmir  Ltd 

PL/8038/0006  Capoten  25mg 
PL/8038/0007  Capoten  50mg 
PL/8038/0028    Clamoxyl  250mg 


PL/8038/0017     Chnoril  forte 
PL/8038/0022     Corlan  pellet  2  5mg 


PL/8038/0027  Daktacort 


PL/8038/0023  Danatrol  lOOmg 
PL/8038/0030     Eusapnm  forte 


PL/8038/0010     Prothiaden  75mg 


Salbutamol  micromse 
1  175mg 


Captopril  25mg 
Captopnl  50mg 
Amoxycillin  trihydrate 
BP  =  250mg 
amoxycillin 
Sulindac  200mg 
Hydrocortisone  sodium 
succinate  BP  3  53mg 
=  2.5mg  base 
Miconazole  nitrate  2% 
w/w,  hydrocortisone 
1%  w/w 
Danazol  lOOmg 
Trimethoprim  160mg, 
sulphamethoxazole 
800mg 
Dothiepin 

hydrochloride  75mg 


Grange  Pharmaceuticals  Ltd 

PL/3611/0066     Salazopyrin  500mg       Sulphasalazme  500mg 
tablet 


IMG  (Wholesale)  Ltd 

PL/6929/0003     Septan  forte 


Interport  Ltd 


PL/6176/0058 
PL/6176/0077 


Artiflam  200mg 
Eusapnm  tablet 


PL/6176/0017     Inderal  retard 


PL/6176/0049 
PL/6176/0048 
PL/6176/0095 
PL/6176/0045 


PL/6176/0067 
PL/6176/0042 


PL/6176/0043 
PL/6176/0064 


PL/6176/0050 
PL/6176/0037 


PL/6176/0065 
PL/6176/0070 


PL/6176/0054 
PL/6176/0053 


PL/6176/0090 
PL/6176/0091 


Indocid  25mg 
Indocid  50mg 
Lioresal 
Modamide  5mg 


Motilium  tablet 
Natnlix 


Negram 
Parlodel  2  5mg 


Praxilene  100 

Septrin  adult 
suspension 

Tagamet  200mg 
Trasicor  160mg  retard 

Viskaldix 

Voltarene  50mg 

Zyloric  lOOmg 
Zylonc  300mg 


Sulphamethoxazole 
800mg,  trimethoprim 
160mg 


Tiaprofenic  Acid 
200mg 

Sulphamethoxazole  BP 
400mg,  trimethoprim 
BP  80mg 
Propranolol 
hydrochloride  160mg 
Indomethacin  25mg 
Indomethacin  BP  50mg 
Baclofen  lOmg 
Amiloride 

hydrochloride  5.68mg 
-  5mg  base 
Domperidone  maleate 
12.72mg  =  lOmg  base 
Indapamide 
hemihydrate  2.5mg 
Nalidixic  acid  SOOmg 
Bromocriptine 
mesylate  2. 87mg  = 
2.5mg  base 
Naftidrofuryl  oxalate 
lOOmg 

Sulphamethoxazole 
400mg,  trimethoprim 
80mg 

Cimetidine  200mg 
Oxprenolol 
hydrochloride  160mg 
Pindolol  lOmg, 
clopamide  5mg 
Diclofenac  sodium 
50m  g 

AUopurmol  BP  lOOmg 
Allopunnol  BP  300mg 


Linkline  Pharmaceuticals  Ltd 

PL/6968/0002     Adalat  20mg  retard      Nifedipine  20mg 

Martonland  Ltd,  trading  as  Martons 
Pharmaceuticals 


PL/5571/0094  Daktacort  cream 

PL/5571/0084  Duvadilan  retard 

PL/5571/0147  Inderal  LA 

PL/5571/0118  Inderetic 


Miconazole  nitrate  2% 
w/w,  hydrocortisone 
1%  w/w 
Isoxsupnne 
hydrochloride  40mg 
(pharmacy  medicine) 
Propranolol 
hydrochloride  160mg 
Propranolol 
hydrochloride  BP 


PL/5571/0146 
PL/5571/0012 
PL/5571/0151 


Indocid-R  75mg 
Lasix  40mg 
Locoid  ointment 


PL/5571/0157     Parlodel  lOmg  capsule  B 


PL/5571/0164     Septnn  adult 


PL/5571/0163     Septnn  forte 


PL/5571/0165 


Septrin  paediatnc 
suspension 


PL/5571/0162  Stemeti! 


PL/5571/0166 
PL/5571/0167 
PL/5571/0031 


Stromba 
Tinset 

Trandate  lOOmg 


PL/5571/0171  Zarontin 

Ian  Monachen  Ltd 

PL/5659/0011  Aldomet 
PL/5659/0008    Halcion  0 . 25mg 


80mg,  bendrofluazide 
BP  2  5mg 

Indomethacin  BP  75mg 
Frusemide  BP  40mg 
Hydrocortisone 
17-butyrate0.1%  w/w 

riptine 
mesylate  1 1  47mg  = 
bromocriptine  base 
lOmg 

Sulphamethoxazole  BP 
400mg,  trimethoprim 
BP  80mg 

Sulphamethoxazole  BP 
800mg,  trimethoprim 
160mg 

Sulphamethoxazole  BP 
200mg,  trimethoprim 
BP40mg 
Prochlorperazine 
maleate  25mg 
Stanazolol  5mg 
Oxatomide  30mg 
Labetalol 

hydrochloride  lOOmg 
Ethosuximide  250mg 


Methyldopa  283mg  = 
methyldopa  anhydrous 
250mg 

Triazolam  0.25mg 


Munro  Wholesale  Medical  Supplies  Ltd 

PL/3243/0122     Fepron  Fenopron  calcium 

694.65mg  =  600mg 
fenopron 

Pharmaceuticals  International  (UK) 


PL/5351/0010  Adalat  lOmg  capsule 
PL/5351/0011    Aldomet  250 


PL/5351/0012    Aldomet  500 


PL/5351/0032  Androcur  50mg  tablet 

PL/5351/0013  Clamoxyl  250mg 
capsule 

PL/5351/0027  Halcion  0.25mg  tablet 

PL/5351/0028  Imodium  2mg  capsule 

PL/5351/0055  Imuran  50mg  tablet 

PL/5351/0014  Indocid  25mg  capsule 

PL/5351/0015  Indocid  50mg  capsule 

PL/5351/0060  Modamide  5  tablet 


PL/5351/0061  Trasicor  80mg  tablet 
PL/5351/0056    Zantac  150mg  tablet 

M.K.Shah  Pharmacy 

PL/5036/0101  Gastrozepin 


Nifedipine  lOmg 
Methyldopa  equivalent 
to  anhydrous 
methyldopa  250mg 
Methyldopa  equivalent 
to  anhydrous 
methyldopa  SOOmg 
Cyproterone  acetate 
50mg 

Amoxycillin  trihydrate 
=  amoxycillin  250mg 
Triazolam  0.25mg 
Loperamide 
hydrochloride  2mg 
Azathioprme  BP  50mg 
Indomethacin  25mg 
Indomethacin  50mg 
Amiloride 

hydrochloride  5.68mg 
=  5mg  base 
Oxprenolol 
hydrochloride  80mg 
Ranitidine 

hydrochloride  168mg 
=  150mg  base 


PL/5036/0048  Indocid  25mg 
PL/5036/0045     Septnn  forte 


Pirenzepine 
dihydrochloride 
52.  lmg  =  50mg  base 
Indomethacin  BP  25mg 
Sulphamethoxazole  BP 
800mg,  trimethoprim 
BP  160mg 


Spectrum  Marketing 

PL/3787/0054    Voltaren  lOOmg  retard 

Wallis  Laboratory  (Sales) 
as  Pharma  Regis 

PL/2463/0040  Danatrol 


Diclofenac  sodium  lOOmg 

Ltd,  trading 


Danazol  200mg 


Whitworth  Pharmaceuticals  Ltd 


PL/4423/0079     Actifed  tablet 


PL/4423/0140 
PL/4423/0066 


Adalat  5mg 
Mimpress  2mg 


PL/4423/0076  Mimpress  5mg 
PL/4423/0126    Optimine  lmg 


PL/4423/0092 
PL/4423/0094 


Timoptol  0.25° 
Timoptol  0.5°o 


Pseudoephdrine 
hydrochloride  BP 
60mg,  tnpohdine 
hydrochloride  BP 

2  5mg  (pharmacy 
medicine) 
Nifedipine  5mg 
Prazosin 

hydrochloride  2. 19mg 
=  2mg  base 
Prazosin 

hydrochloride  5.48  = 
5mg  base 
tablet     Azatadine  maleate 
lmg  (pharmacy 
medicine) 
Timolol  maleate 

3  42mg  =  2.5mg  base 
Timolol  maleate 
6  83mg  =  5mg  base 
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Nelsons  makes 
homoeopathy 

profitable! 


f  THE.  A 

VSERIES. 


E, ,  ^ 


t      \  <^  ARNICA 

SENT.  NIT-  j  k  ARNICA 


The  very  generous  margins  offered  by  Nelsons  will 
make  homoeopathy  an  extremely  sound  investment  for 
your  pharmacy. 

Nelsons  have  long  been  recognised  as  the  brand  leader 
with  their  well  co-ordinated  range  of  homoeopathic 
products. 

But  that's  not  all!  Nelsons  make  it  easier  for  you  to  profit 
from  homoeopathy  by  offering  a  support  package  that 
includes: 

'};  Free  merchandising  material 

#  Free  point-of-sale  aids 

;i=  Strong  advertising  and  PR  support 
Expert  advice  on  customer  queries 

#  Over  125  years  of  experience 

-i-  Thousands  of  satisfied  customers. 

So  if  you're  thinking  of  introducing  homoeopathy  to 
your  customers,  invest  in  a  range  that  is  making  profits 
for  over  5000  pharmacists  throughout  the  UK. 


For  further  information, 
call  Robert  Smith  on 
01-946  8527  or 
write  to: 

A  Nelson  &  Co  Ltd., 
5  Endeavour  Way, 
Wimbledon, 
London 
SW19  9UH. 


nelsons 


Estd.mO 


Homoeopathy 


BUSINESS  NEWS 


Boots  look  to  kids  for 
out  of  town  profit 


Boots  have  finally  unveiled  their 
plans  lor  the  out  of  town  sites  now 
being  prepared  in  Cricklewood, 
Dudley  and  Leeds. 

Childrens  World  will  be  a  one-stop 
store  catering  for  children  of  up  to  ten 
years,  and  carrying  toys,  fashion,  shoes, 
books  and  nursery  furniture.  The  shops 
will  include  feeding  areas  and  rest  rooms. 

Boots  have  formed  a  new  subsidiary  — 
called  Childrens  World  —  to  handle  the 
project  and  have  taken  Alan  Ripley  from 
the  firm's  retail  distribution  sector  to  be 
managing  director. 

After  the  three  named  stores  have 
opened  early  next  year  Boots  plan  two 


more  in  the  Autumn  and  four  in  the 
following  Spring.  Eventually  they  are 
aiming  for  30  or  40  sites  nationwide.  The 
company  is  currently  investing  £100m  in 
the  development.  About  40  per  cent  of  the 
shop  space  will  be  devoted  to  fashion  and 
25  to  30  per  cent  each  to  toys,  and 
babywear  and  other  items. 

Although  Boots  had  announced  plans 
to  go  out  of  town  some  time  ago,  the  details 
were  kept  secret  until  last  week's  launch. 
But  after  accurate  Press  speculation  the 
company  decided  to  reveal  its  plans  about 
four  months  before  opening  the  first  store 
in  Dudley. 

Boots  have  placed  a  £300,000  contract 
with  ICL  for  EPoS  for  the  new  stores. 


Warner-Lambert 
to  buy  Henara 

Warner-Lambert  are  set  to  buy 
Henara  in  a  deal  valuing  the  firm  at 
£8.04m. 

The  bid  has  been  accepted  by  the 
majority  of  Henara's  shareholding,  and 
involves  Warner-Lambert  paying  70p  a 
share.  Henara  originally  came  to  the 
market  at  95p  a  share,  three  years  ago. 
Shares  were  at  67p  as  C&D  went  to  Press. 

Last  year  Henara  nudged  their  pre-tax 
profits  up  by  only  4  per  cent,  to  £1.27m, 
and  commented  that  "1985  was  not  an  easy 


year".  They  complained  that  sales  had 
suffered  from  own  label  competition. 
Henara  bought  Norton  of  London  —  with 
the  Chelsea  Flowers  brand  —  in  July  of  last 
year. 

Warner-Lambert  say  they  have  a  lot  in 
common  with  Henara.  The  company 
carries  the  Poly  and  Fashion  Style  range, 
and  hopes  to  make  a  combined  attack  on 
own  brand  competition. 

"Together  we  have  the  strength  to 
make  a  significant  impact  on  the 
business,"  comments  Warner-Lambert 
Health  Care's  marketing  director  John 
Ball.  He  believes  the  combination  will 
bring  Warner-Lambert  into  the  top  six  hair 
care  companies. 


VAT  pressure 

Treasury  Ministers  are  coming 
under  more  pressure  from  MPs  and 
small  businesses  to  introduce  some 
flexibility  into  the  new  penalising 
system  for  traders  who  are  late  with 
their  VAT  payments. 

MPs  of  all  parties  are  receiving 
complaints  that  unless  changes  are  made 

—  particularly  by  taking  account  of 
special  circumstances  in  individual  cases 

—  fixed  penalties  will  drive  many  small 


businesses  into  bankruptcy. 

Ministers  are  also  being  urged  to 
recognise  the  difficulties  caused  by 
expecting  businesses  to  pay  VAT  on  sales 
for  which  they  are  still  awaiting  payment. 

Talks  are  taking  place  about 
overcoming  this  problem  by  instituting 
VAT  accounting  on  a  cash  rather  than  an 
invoice  basis. 

Booker  have  paid  £3.  lm  in  cash  for 
Nature's  Way,  a  health  food  shop  and 
restaurant  chain.  The  private  company  is 
the  third  largest  health  food  chain  m 
Britain,  says  The  Independent . 


Revlon  name 
new  UK  boss 

Revlon  have  named  Andrew 
Walker  as  the  successor  to  Charles 
Scanlan  at  the  head  of  Revlon  UK. 

Mr  Walker  was  general  manager  of  the 
toiletries  division  and  will  be  deputy 
managing  director  until  Mr  Scanlan 
leaves.  Revlon  have  seen  a  series  of  staff 
changes  since  they  were  taken  over  by 
Pantry  Pride  last  year. 

Mr  Scanlan  was  brought  back  to  head 
the  firm  in  February  after  a  four  year 
absence.  At  the  time,  the  company 
explained  his  return  with  the  claim  that 
"after  the  confusion  and  uncertainty 
following  the  original  acquisition  of 
Revlon  by  Pantry  Pride,  the  corporation  is 
now  intent  on  returning  to  those  standards 
of  innovation  and  quality  which  made  it  a 
leader  in  fragrances  and  cosmetics  in  the 
'70's".  A  company  spokesman  told  C&D 
last  week  that  Mr  Scanlan's  key  role  after 
his  comeback  had  been  to  find  a 
successor. 

Since  the  takeover,  the  firm  explained, 
"different  philosophies  have  come  into 
force.  The  New  York  management  feels  we 
should  concentrate  on  cosmetics".  One 
change  has  been  the  resignation  of  John 
Carp,  a  vice-president,  (going  to  head 
Sheishido  cosmetics).  Michael  Taylor,  the 
sales  director,  has  gone  to  Beauty 
International  Fragrances  as  their  group 
sales  director. 

Revlon  are  still  working  on  the  deal  to 
buy  Max  Factor  (see  C&D,  23  August, 
p307). 

Sell  off  still  on 

Safeway  have  emerged  from  their 
battle  with  hostile  bidders  the 
Hafts,  but  may  still  sell  off  the  UK 
supermarkets. 

The  Haft  family  in  Washington,  who 
were  offering  $3.9bn  for  the  firm,  dropped 
their  bid  after  Safeway  arranged  a 
management  buyout.  That  involved  taking 
on  large  debts.  Bank  debts  alone 
amounted  to  $2.62bn,  according  to  a 
Guardian  report.  And  selling  off  the  UK 
chain  could  be  one  way  of  paying  them  off. 


f 


Ethyl  Alcohol 


(S.V.R.) 

Fermentation  and  synthetic  qualities  both  available  to  British  and  all  well  known  Inlemational  Specifications  and  Pharmacopoeias. 


] 


James  Burrough  (E  A.D.)  Ltd. 


356  Kenningtorj  Road.  London  SEll  4LD  Tel :  01-582  0232 
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The  Ones  They 
Come  Back  For 

The  Philips  name  is  synonymous  with  dependability  and  value  for  money. 
So  it's  no  surprise  that  Philips  batteries  automatically  benefit  from 
"unmatchable  brand  recognition.  Which  means  they're  guaranteed  to  move 
off  your  shelves.  Again  and  again,  as  your  customers  come  back  for  more. 

Philips  Lighting  City  House  420-430  London  Road  Croydon  CR9  3QR 
Telephone  01  -689  2 1 66  Telex  946 1 69 

4ILIDS 

■■fc""  Simply  years  ahead 


DOUBLE  TROUBLE 

for  head  lice 


Rapid  2  hour 
treatment 

Eradicates  head  lice 


DerbacM 

LIQUID 

with  MALATHION 


The  two  ways  to  tackle  headlice 


FAST  ACTION  When  rapid 
eradication  is  required,  Suleo  gives 
1 00%  kill  of  both  lice  and  eggs  in  just 
two  hours.  Suleo  combats  resistance  too. 
Choose  Suleo-M  (Malathion)  orSuleo-C 
(Carbaryl),  whichever  your  local  health 
authority  recommends.  And  now  both 
lotions  come  in  new  family-sized  economy 
packs,  while  Suleo  Shampoo  is  available 
whenever  an  alternative  to  lotion  is 
required. 


GENTLE  ACTION  Alternatively, 
when  compliance  may  be  suspect 
recommend  Derbac  because  its 
aqueous  base  provides  correct  treatment 
where  broken  skin  (eczema,  impetigo,  etc)  is 
a  problem  or  where  asthma  contra-indicates 
alcoholic  lotion.  In  addition,  Derbac  Liquid 
(with  Malathion)  is  the  ideal  solution  for  the 
treatment  of  crab  lice.  There's  also  Derbac 
Shampoo  (with  Carbaryl),  Derbac  Soap  and 
the  Derbac  Metal  Nit  Comb. 


SULEO  &  DERBAC  Effective  treatment  for  head  and  crab  lice 


fijfpgfi]  More  guaranteed  products  from  *Suleo  Lotion  is  also  available  as  Suleo-C  with  Carbaryl. 

K  3m\  International  Laboratories 
1%  y*J]  International  Laboratories  Ltd.,  Wilsom  Road, 
,   •     Alton,  Hampshire  CU  !4  2TJ 


BUSINESS  NEWS 


Lloyds  valued  at 
£18. 8m  at  launch 

Lloyds  Chemists  came  to  the  Stock 
Market  on  Wednesday  with  4.8 
million  shares  at  105p  each,  valuing 
the  company  at  £18. 9m. 

Lloyds  —  the  first  firm  to  be  listed 
under  the  Big  Bang's  new  rules  —  have 
opted  for  a  full  listing.  The  issue  includes 
three  million  new  shares  to  raise  about 
£2. 9m  which  will  go  to  reduce  borrowings. 

The  launch  heralds  an  aggressive 


Rates  reform? 

[The  National  Federation  of  Self- 
pmployed  and  Small  Businesses 
[supports  the  total  abolition  of  non- 
iomestic  rates,  saying  they  result  in 
ousiness  closures. 

In  response  to  the  Government's 
3reen  Paper:  "Paying  for  local 
government",  the  NFSE  argue  that  non- 
domestic  rates,  including  the  proposed 
Jniform  Business  Rate,  are  unrelated  to 
he  ability  to  pay.  They  lead  to  the  failure 
of  new  or  struggling  businesses  as  well  as 
deterring  established  retailers  from 
-novmg  to  larger  premises. 

Reform  should  incorporate  a  system 
whereby  businesses  pay  for  the  services 
:hey  use,  says  John  Harris,  chairman  of 
NFSE  rates  group.  The  removal  of  rates 
would  allow  for  business  expansion  which, 
the  group  claims,  would  increase  profit 
and  tax,  providing  the  Government  with 
administration  savings  and  a  higher  tax 
yield.  And  if  this  is  not  introduced,  the 
NFSE  supports  a  50  per  cent  cut  on  the  first 
£500  of  rates  payable. 

Like  the  National  Chamber  of  Trade, 
the  NFSE  endorses  the  centralisation  of 
education  and  other  essential  services.  It 
suggests  the  Government  seeks  a  general 
power  to  control  all  business  rates  so 
meeting  the  same  objectives  as  the 
proposed  UBR. 

And  the  NFSE  stress  the  consultative 
committee  formed  by  business  needs  teeth 
—  a  block  vote  that  would  reflect  the 
contribution  of  business  to  local 
government. 


Loss  for  Povion 

It's  been  a  difficult  year  so  far  for 
Pavion  International,  the  cosmetics- 
based  firm  which  used  to  be 
Sangers  wholesalers. 

After  selling  off  Sangers 
Photographies  and  Stanelco,  the  company 


expansion  policy  aiming  for  113 
pharmacies  and  ten  drug  stores  by  the  end 
of  June  1987.  Founded  in  1973  the 
company  currently  has  100  pharmacies 
and  five  Drug  Stop  drug  stores. 

In  the  1987-88  financial  year  Lloyds 
hope  to  open  a  minimum  of  36  stores  in 
England  and  Wales.  So  far  71  of  their 
stores  have  been  existing  businesses  and 
34  were  new. 

The  firm  is  still  very  much  a  family 
concern.  Allen  Lloyd  is  chairman  and 
managing  director.  His  wife  Marilyn  is 
data  processing  controller,  and  his  brother 
Peter  development  director. 


now  reports  a  drop  of  profits  before  tax  — 
from  £1.72m  in  the  first  half  of  1985  to 
£261,000  in  the  first  six  months  of  1986. 
Turnover  has  been  cut  by  over  half,  from 
£26. 8m  to  £12. 6m. 

Despite  the  disappointing  figures, 
Pavion's  shares  rose  by  2p  to  23p. 


Missing  out? 

Wholesalers  could  be  missing  out, 
according  to  newly  published  data. 

A  "disturbing  trend"  is  highlighted  by 
analysts  ICC  in  their  survey  on  retail  and 
wholesale  chemists.  Despite  average  sales 
growth  of  20  per  cent  in  the  small  OTC 
wholesale  sector,  retailers  are  bypassing 
wholesalers  and  dealing  direct  with  the 
manufacturer.  To  back  this  up  the  survey 
shows  a  "healthy"  average  9.9  per  cent 
sales  increase  for  chemists  in  1984/85. 
Pharmaceutical  wholesalers  come  out  with 
only  4.8  per  cent.  While  the  retail  sector 
sees  profit  margins  up  to  6  per  cent  from 
5.3  per  cent  in  1983/84,  wholesalers 
dropped  0.2  per  cent  to  0.9  per  cent  last 
year. 

And  of  the  13  lossmakers  in  1985,  eight 
are  classified  as  pharmaceutical 
wholesalers.  "Retail  and  wholesale 
chemist"  (£139),  ICC  Business  Ratios . 


A  new  look 

Shopping  centres  are  changing 
their  looks  all  over  the  country  to 
fight  heavy  competition. 

A  wave  of  refurbishment  has  hit  the 
centres,  according  to  a  survey  by  Hillier 
Parker.  Outdated  design  and  more 
competitive  trading  have  led  to  the  current 
total  of  77  revamping  schemes.  Half  of 
these  are  for  centres  of  more  than  500,000 
sg  ft  and  nearly  half  changed  hands  first. 

Extensions  are  being  added  to  30  per 
cent  of  all  the  schemes.  "Shopping  Centre 
Refurbishment",  Hillier  Parker  Research, 
77  Grosvenor  Street,  London  W1A  2BT. 


Rima  —  a  new 
Irish  export 

Republic  of  Ireland-based 
manufacturers  Rima 
Pharmaceuticals,  have  opened  a 
Croydon  office.  And  their  first  two 
products,  paracetamol  and 
ampicillin,  are  now  on  the  UK 
market. 

A  60,000  sq  ft  manufacturing  plant, 
including  a  dedicated  penicillin 
production  unit,  at  Cashel  in  Eire,  was 
commissioned  in  1985.  The  plant,  which 
cost  US  $10m,  has  been  approved  by  the 
DHSS,  says  Mr  Kassam,  the  Rima  director 
who  is  running  the  UK  operation. 

Mr  Kassam  says  a  number  of  product 
licence  applications  have  been  lodged 
with  the  Department,  and  these  are  now 
starting  to  filter  through.  Distribution  will, 
at  first,  be  through  wholesalers  only. 

Rima  Products  Ltd  are  located  at  214  St 
James  Road,  Croydon,  Surrey  CR0  2BW. 


No  soft  option 

Beecham  are  moving  ever  further 
towards  being  health  specialists. 
The  latest  step  has  been  to  sell  off 
most  of  their  soft  drinks  business, 
while  keeping  a  hold  on  the  heatlh 
drink  brands. 

Britvic  are  buying  the  Corona,  Quosh, 
Tango,  Top  Deck,  Idris  and  Hunts  brands 
for  about  £120m.  As  from  January,  when 
the  agreement  takes  effect,  Britvic  will  be 
called  Britvic  Corona  and  will  take  over 
2,000  staff  from  Beecham  Soft  Drinks. 

Beecham  say  all  the  brands  being  sold 
are  profitable.  They  will  now  concentrate 
on  "healthy"  drinks  such  as  Lucozade, 
Horlicks,  Bovril  and  Ribena. 

The  Boots  Company  and  Otsuka 
Pharmaceutical  Company  have  made  a 
licensing  agreement  for  Flosequinan. 
Otsuka  will  have  exclusive  rights  in  Japan 
for  the  Boots  research  compound,  which  is 
currently  being  tested  in  hypertension  and 
cardiac  failure  in  the  UK,  USA  and 
Europe.  Trials  in  Japan  start  in  1987. 

HM  Customs  and  Excise  have  published 
a  new  VAT  leaflet,  "Motoring  expenses", 
which  gives  details  of  the  system  set  out  in 
the  1986  Finance  Act  for  working  out  the 
VAT  due  on  road  fuel.  Under  the  new 
system,  from  April  6,  1987,  registered 
traders  can  treat  as  input  tax  VAT  paid  on 
any  road  fuel  bought  by  the  business,  but 
where  fuel  for  private  use  is  free  or  below 
cost,  traders  will  account  for  VAT  using  a 
scale  charge. 
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COMING'  EVENT'S 


Homoeopathy 
and  pharmacy 

A  course  in  homoeopathic 
pharmacy  is  being  run  by  the 
British  Homoeopathic  Association, 
February  28  to  March  1 ,  1987. 

The  course  fee  is  £30  to  include  coffee 
and  lunch  on  both  days,  and  overnight 
accommodation  is  around  £14  per  person 
per  night  at  the  venue,  The  Victory 
(Services)  Association  Ltd,  63  Seymour 
Street,  London  W2  2HF. 

Applications  and  cheques  should  be 
sent  to  Mr  Graham  Tilson,  The  British 
Homoeopathic  Association,  27A 
Devonshire  Street,  London  WIN  1RJ. 
Overnight  accommodation  can  be 
arranged  through  Mr  Wheeler  on  01-723 
4474. 


Monday,  November  10 

Clinical  Pharmacy  training  group.  6  pm  at  Glasgow 

Royal  Infirmary,  a  tutorial  on  Diabetes. 

College  of  Pharmacy  Practice.  Glasgow  tutor  group 

at  the  Glasgow  Royal  Infirmary  in  the  Seminar  Room, 
"Colostomy/Ileostomy". 

Liverpool  Branch.  Pharmaceutical  Society,  7  pm  at 

the  Whiston  Hospital  post-graduate  medical  centre. 
Professor  Woods  on  "Obesity  —  The  Western  Disease", 
joint  meeting  with  the  Guild  of  Hospital  Pharmacists. 
Plymouth  and  District  Branch,  Pharmaceutical 
Society.  8  pm  in  the  Board  Room,  Derriford  Hospital, 
Plymouth.  B.  W.  Burt,  Chelsea  Department  of  Pharmacy 
on  "Adverse  Drug  Reactions  m  General  Practice 
Pharmacy". 

Southampton  and  District  Branch,  Pharmaceutical 
Society.  7.30  pm  at  the  postgraduate  centre, 
Southampton  General  Hospital.  Joint  meeting  with 
Southampton  BDA,  Mr  B.  A.  Oliver  on  Hypnosis. 

Tuesday,  November  11 

College  of  Pharmacy  Practice.  Edinburgh.  7.30  pm  in 
Doctors'  Common  Room,  Western  General  Hospital, 
"Cancer  Chemotherapy,  Mode  of  action  of  antibiotics, 
treatment  of  infections". 

Tayside  Branch.  Pharmaceutical  Society,  7.30  pm 
Refresher  course  for  Pharmacists,  Ninewells  Medical 


School.  Dr  K.  Kenicer,  consultant  dermatologist  on 
"Modern  Management  of  Psoriasis". 

Wednesday,  November  12 

Dorset     Branch.     National  Pharmaceutical 

Association,   7.  IS  pm  at  the  Cornelius  Lounge, 

Cornelius   Building/post-graduate   centre,  Poole 

General  Hospital.  Mr  Brian  Dosser,  NPA  finance  officer 

on  "Profit  from  the  Balance  Sheet". 

Isle  of  Wight  Branch,  Pharmaceutical  Society,  7.30 

pm  at  the  post-graduate  medical  centre,  St  Mary's 

Hospital,  Newport,  Council  member  Mr  W.  Darling  on 

the  Nuffield  Report. 

Sheffield  and  District  Branch.  Pharmaceutical 
Society.  7.30  pm  in  lecture  theatre  at  Jessop  Hospital. 
Mr  Martin  Green,  Health  Physicist,  with  Mr  Mike 
Holroyd,  Radiological  Protection  Advisor  on 
"Pharmacy  in  a  Nuclear  Age". 

Thursday,  November  13 

Scottish  Pharmacist's  Science  Group,  day  conference 
at  the  Scottish  Health  Service  Centre,  Crewe  Road 
South,  Edinburgh.  "Aspects  of  Antimicrobial  Therapy". 

Friday,  November  14 

Inverness  Branch,  Pharmaceutical  Society,  evening 
meeting .  Mr  W .  Darling  on  the  "Nuffield  Report"  at  the 
Cummings  Hotel,  Inverness. 


CLASSIFIEDS 


Appointments 


VESTRIC  LIMITED 

LEVEL  3  COMPUTER 
SALES  SUPPORT  PERSON 

SALARY  C£10,000  +  CAR 

Due  to  our  expanding  operation  with  in- 
store  product  systems  we  require  to 
appoint  a  person  to  provide  computer 
sales  support  to  our  existing  customers. 

Candidates  should  be  between  the  ages  of 
25  and  45  and  ideally  should  have  a  sound 
knowledge  of  computer  systems  and  also 
pharmaceutical  practice. 

The  area  to  be  covered  stretches  from 
Nottinghamshire  to  Aberdeen,  therefore 
considerable  daily  travel  and  time  away 
from  home  would  be  involved. 

A  company  car  and  all  the  normal  benefits 
associated  with  a  large  company  are 
included  in  the  remuneration  package. 

Applications  should  be  addressed  to:  — 
Mr  S  W  Dobson,  Personnel  Manager 
VESTRIC  LIMITED 
West  Lane,  Runcorn 
Cheshire  WA7  2PE 


Sales  Representatives 

Kerfoot  Pharmaceuticals  ...a  'traditional'  name  which  is 
synonymous  with  the  highest  standards  of  product  quality 
and  service.  Operating  in  fiercely  competitive  markets  we 
are  continually  developing  our  range  of  generic  and  o.t.c. 
products. 

•  S.E.  of  England/East  Anglia 

•  Home  Counties 

•  West  of  England 

There  is  considerable  business  potential  to  be  developed 
in  these  areas...  your  challenge  will  be  to  seek  out  and 
identify  sales  opportunities  through  personal  contact  with 
retail  pharmacists  and  wholesalers  to  turn  these  into 
profitable  orders.  You  will  have  strong  support  and 
guidance  from  our  head  office  sales  team,  but  the  sales 
impetus  and  its  success  will  be  down  to  you. 

Aged  25  to  40  with  a  good  standard  of  education,  you 
should  be  well  trained  and  a  skillful  sales  negotiator  with 
relevant  and  successful  experience,  selling  generic  or  o.t.c. 
products  ideally  to  retail  pharmacists.  You  should  possess 
a  high  energy  level  and  commitment  to  achieve  early 
success. 

There  is  an  attractive  salary  plus  commission  and  further 
incentives  for  the  'high  achiever'.  Comprehensive  benefits 
include  a  company  car,  pension  scheme  and  medical 
insurance. 

Please  send  a  detailed  C.V 
specifying  which  area  is  of 
interest,  or  telephone  for  an 
application  form  to: 
Mrs.  L  Moss,  Personnel  Dept., 
Thomas  Kerfoot  &  Co.  Ltd., 
Vale  of  Bardsley, 
Ashton-under-Lyne, 
Lancashire  OL7  9RR. 
Tel:  061-330  4531. 


lerttort 
Pharmaceuticals 
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Assistant  Depot  Manager 

Applicant  should  have  a  sound  knowledge  of 
Pharmaceutical  Distribution  preferably  including 
computerised  warehouse  proceedures. 

Salary  by  arrangement. 

Apply  to:  Mr.  M.  Hassan,  Operations  Director, 
l&W  Rabin  Ltd.  16-24  Orsman  Road,  London  N1  5QJ. 


Business  Opportunities 


A  SALES  DREAM 

Does  your  product  need;  a  keen  national  sales  team?  Experienced  key 
accounts?  Seasoned  sales  management?  Efficient  distribution? 

This  is  a  reality  offered  by  an  established  U.K.  company  seeking  additional 
lines  to  supplement  its  own  range  of  chemist  only  products. 

Full  details  in  confidence  to: 

KESTREL  MARKETING  AND  PROMOTIONS  LTD, 

216  Chester  Road,  Helsby  WA6  OAW  


Agents 


We're  in  the 
market. 


Eurochem  Lid  are  Britain's  largest  a  comprehensive  range  of  quality 

wholesaler  of  EEC  Pharmaceuticals  Generics,  and  soon,  an  exerting  range 

But  now  its  time  to  expand  our  sales  of  OTC  products 
force  and  our  product  range  Mow  that  you're  interested,  ring  or 

We  urgently  require  highly  write  to  the  Sales  lAanager. 
mouvated,  successful  commission 

agents  who  currently  call  on  Eurochem  Limited 

retail  pharmacies  29  Northway, 

Apart  fiom  the  established  range  of  Walworth  Industrial  Estate, 

licensed  Imported  Pharmaceuticals.  Andover,  Hampshire  SPIO  5HH 

our  wholesaling  activities  now  include  Telephone:  Andover  (0264)  65955 


EUROCHEM 


Were  in  the  market  for  new  agents. 


Agencies  Required 


Agents 


Management 
Systems 


AGENT 
REQUIRED 

To  sell  exclusive  OTC  items 
plus  fresh  Royal  Jelly, 
Honey/Propolis,  Rivital 
Massage... to  wholesalers, 

chemists,  health  food 
outlets  in  all  areas  of  the 
UK. 

Please  contact: 

Europhar  Promotion  Ltd, 
12  Brudenell,  Windsor,  Berks 
SL4  4UR.  Tel:  01-574  4322. 


AT  A 
STRO 


A UP  GO 
SALES 

TDOWN 
COMES 
STOCK 

"because  you  have 
control  in  shop, 
branch, 
stockroom 
and  warehouse" 
telephone,  Colin  Bell,  042  128  3077 
FAIRSCAN  LTD,  EMERY  DOWN 
LYNDHURST,  HANTS 


Commercial  Property 


We  re  in  the 
market. 


In  a  very  short  time  we  have 
firmly  established  throughout  the 
country  profitable  accounts  in  over 
2,000  pharmacies  and 
pharmaceutical  wholesalers. 

That's  a  sizeable  market  by 
anyone's  standards 

A  fast  growth  potential  like 
ours  means  we  are  constantly  on  the 
lookout  for  new  products  for  our 
sales  force 


If  you  have  a  product 
or  range  of  products  that  would 
benefit  from,  our  UK  distnbution 
network,  we  would  like  to 
talk  to  you 

Why  not  ring  us  now  on 
(0264)  65955  or  write  to 
Eurochem  Ltd..  29  horthway, 
Walworth  Industrial  Estate, 
Andover.  Hampshire  SP10  5HH. 


EUROCHEM 
Were  in  the  market  for  new  agencies. 


At  last  your  chance  to  own  your 
own  freehold  building 


PARK-HOUSE 

•  Within  5  minutes  of  Heathrow 

•  Planning  permission  for  27,500  sq.ft. 

•  Site  area  -  1.1  acres 

•  The  site  or  a  completed  building  is  for  sale 

•  Complete  project  team  awaiting  your  instructions  for 
design  and  build  package  for  your  particular  needs 


Hillier  Parker 


01-629  7666 

CSffl  Chamberlain 
W&  Willows 
01-606  9611 


^Phoenix  Beard 
01-323  4681 


Stock  Wanted 


PERFUMES  COLOGNES  & 
COSMETICS 

We  are  one  of  the  largest  wholesalers  in 

New  York  City. 
We  are  in  need  of  closeout  and  regular 
merchandise.  Send  offers  and  prices  to: 
HEMA  AGENCIES  INC. 
1 1  West  25th  Street,  New  York 
N  Y.  10010,  U.S.A. 
Tel:  212  9898765 
Telex:  4972733  HEMA  Ul 
(Access  Code  23) 
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Stock  lor  Sale 


NOW  OPEN 


Beauty  Preparations 
Limited 


We  offer  to  Trade  Customers  only  an  extensive 
range  of  English  and  French  Perfumes.  After  shaves, 
cosmetics,  gift  sets  and  chemists  sundries.  A  range 
of  special  offers  always  available. 
Showroom  opening  hours  are  as  follows:  — 


Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday 

Sunday 


9.30am  4.30pm 
9.30am-4.30pm 
9.30am  8.30pm 
9.30am-4.30pm 
9.30am  4.30pm 
Closed 
10.00am  1.00pm 


180  Attercliffe  Road,  Sheffield  S4  7WZ 
Telephone:  (0742)  731184 

Turn  off  the  M1  at  Junction  34  and  head  towards 
Sheffield  on  the  Attercliffe  Road.  Travel  for 
approximately  2  Vi  miles  and  you  will  see  us  on  your 
left. 

m  WE  LOOK  FORWARD  TO  SEEING 
\^  YOU  S00H. 


PERFUMES  &  COSMETICS 

MOST  BRAND  NAMES  IN  STOCK 
BEST  SELECTION  &  BEST  PRICES 


KODAK  FILMS  AT 
DISCOUNT  PRICES 


PASCOS  OPEN  SUNDAYS 

425c  HARROW  RD  S Oam  3pm 

LONDON  WT04RE  Price  lists  ^  01-960  0319/5752 


DELIVERY  SERVICE  FREE  OF  CHARGE  UK  MAINLAND 


XMAS  TRADE  SHOW 

PERFUMES  AND  GIFT  SETS 

SUNDAY  16th  NOVEMBER  10am  -  4pm 

KODAK  18%  +  OFF  TRADE 

WEST  LONDON  C&C  LTD 
397  ACTON  LANE,  LONDON  W3 
TELEPHONE:  01-993  6409 

TELEPHONE  FOR  A  PRICE  LIST* 


GERALD  PHASER'S 
BACK  IN  TOWN 

Looking  forward  to  seeing  old  and  new  customers 
for  French  and  English  perfumes  and  cosmetics. 

LARGER  RANGE  THAN  EVER  TO  CHOOSE  FROM 


at: 

FRESH  START  COSMETICS, 

164  CHEETHAM  HILL  ROAD,  MANCHESTER. 
Tel:  061-834  1387 
or  06 1-728  2419  (anytime) 


FASHION 
JEWELLERY 

Mrs.  S.  Dezsofi 
(former  Jodez  Ltd.) 
has  now  the  latest 
Autumn  lines  available 
in:  — 

Ear-wires,  Clips, 
Pearls,  Beads, 
Brooches,  Rings  etc. 

Phone:061-795  7515, 
or  write:  2,  Haslam 
Court,  Singleton  Rd., 
Salford  M7  0LU. 
Manchester 


Sample  parcels  from 
£10  upwards. 


PERFUMES 

&  COSMETICS 

A  VERY  WIDE 
SELECTION  OF 
BRANDED  £r  NON 
BRANDED  LINES 


SHORE  ENTERPRISES  LTD 

5/7  GREAT  EASTERN 
STREET,  LONDON  EC2 
TEL:  247  3122/9293 


Please  send  S.A.E.  for 
price  lists  and  special 
offer  lists  for  Christmas. 

Timings: 
Mon-Fri  10.00-6.30. 
Saturday:  Closed. 
Sunday  9.30-2.30. 


Professional  Prescription 
Computer  Labelling 


Contact  David  Coleman  or 
Mike  Sprince  MPS. 
PARK  SYSTEMS  LTD., 
41-43  Parliament  Street, 
Liverpool  L8  5RN. 
Tel  051  70S  8800 
Telex  628622 

Singapore  Agents 
SUMMIT  CO. 
Ruby  Industrial  Estate. 
Singapore  1334 


Simply  the  bestk 

Ttie  Park  range  of  Computer  Labelling  Systems  simply  the  best. 

Prove  it  for  yourself  with  a  14  day  Free  trial.  approved 

SYSTEMS  FROM  C750  TO  THE  NEW  DISK-BASED  SYSTEM  800  AT  £1295.  PRICES  EXCLUDE  VAT  AND  INCLUDE  A 10%  NPA  REBATE 
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Professional  Prescription 
Computer  Labelling 


f  John  Richardson  1 

Computet!  Ud  JRCl 


AVAILABLE  HOW-OUR  EXCITING  NEW  AUTO  ORDER  ENTRY 
LABELLING  SYSTEMS  ABSOLUTELY  UNRIVALLED! 
Latest  list  of  participating  wholesalers  available  on  request 


PINS 


Information  &  News  Sen< 


Easily  accessed  through  your 
JRC  labelling  system 


St.  Benedict's  House.  Brown  Lane.  Bamber  Bridge.  Preston,  PR5  6ZB  Teh  (0772)  323763 


Labels 


o 
6 


For  top  quality  peelable 
labels  contact 

WOLVERHAMPTON 
LABEL  COMPANY 

TEL  0902-344934 


WITH  YOUR  PRESCRIPTION  LABELS 

FROM PARK PRINTING 


Plus  14  day  delivery,  or 

NO  CHARGE! 

Phone  Amanda  Now  on 

0517088800 

41  -43  PARLIAMENT  ST.  LIVERPOOL  L8  5RN  j 


We're  the  leading  ''quality  supplier 
for  Computer  or  Typewriter  labels  - 
we  cater  tor  every  system. 
We  ve  alsc  an  excellent  range  of 
PLAIN  WHITE  CARTONS, 
DISPENSING  and  COUNTER 
BAGS.  DATE  STAMPS.  EXCLUSIVE 
GIFT  WRAP  RANGE 
Prompt  despatch  Keen  Prices 
RING 
LEEDS 

(0532)      FOR  PROMPT  ATTENTION 


Shopfitting 


752653 


L/eec 


Pharmaceutical 
ackaging 
eeds 


x  140 
kstallHill, 
Leeds LS1  1YZ 


Please  mention 
Chemist  &  Druggist 
when  replying  to 

classified 
advertisements 


Quality  and  original 
Continental  Systems  plus 

total  package  NPA 
recommended  NO  system 
matches  UMDASCH  for 
quality. 


Prices  pleasantly 
competitive. 
See  for  yourself ..  .there's 
no  obligation. 


Apeils  Systems  Ltd,  Unit 

P,  Kingsway  Trading 
Estate,  Kingsway,  Luton, 

Bedfordshire. 
Ring  Luton  (0582) 457111 


NOW! 


Shopfitting 


SHOPKIT.  Because  of  overwhelming 
demand  we  are  having  one  of  our  famous 
Shopkit  Sundays  on  November  23rd.  On 
this  Sunday  only,  you  can  buy  our 
Shopfittings  at  HALF  OF  OUR  1984 
PRICES,  on  the  Basic  Shelf  Order  Sheet. 

Makes  sense  doesn't  it! 
Ring  or  write  today  for  our  brochure  and 
price  lists. 
SHOPKIT 
50  ivatt  Way, 
Westwood  Industrial  Estate, 
Peterborough  PE3  7PN. 
Telephone:  (0733)  265263  (24  hr  Service) 


Plan-exe 


DESIGNERS  &  MANUFACTURERS 

PROVIDING  A  COMPLETE 
SHOPFITTING 
SERVICE  „v 


marspec 

X^BSSHOPFITTING  LTD 

A  complete  shopfitting  and  design  service,  at 
competitive  prices  for  the  pharmacist. 
Southern  Office:  Northern  Office 

Unit  4b,  4  Prestwood  Court, 

Grace  Road,  Leacroft  Road, 

Marsh  Barton,  Risley,  Warrington, 

Exeter,  Devon  Cheshire 
Tel:  0392  216606  Tel:  0925  827292 


c 


Li 


LUX  LINE 

SH0PFITTERS  FOR  THE  PHARMACY 


REFITS,  NEW  INSTALLATIONS,  CEILINGS,  SHOPFRONTS, 
ELECTRICAL,  FINANCE,  NPA  &  NUMARK  APPROVED. 
50  CONTACT  US  NOW 

LUXLINE  LTD 

8  COMMERCE  WAY,  LEIGHTON  BUZZARD,  BEDS 
TEL:  0525  381356 


LEXDRUM 

0626834077 

WE  PROVIDE  A  PROFESSIONAL 
SHOPFITTING  SERVICE  FOR  THE 
RETAIL  PHARMACY 

HRHHHHHk  LEXDRUM  STOREFITTERS 
jipiilp  Chappie  Rd,  Bovey  Tracey,  Devon: 

mmmm'  0626834077 
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PEOPLE 


Nathan  sells  up 

Pharmaceutical  Society  Council 
member  Alan  Nathan  has  sold  his 
central  London  business. 

Mr  Nathan,  who  co-founded 
Pharmacists  Against  the  Contract  and  was 
the  first  chairman  of  the  British 
Pharmacists  Association  (UK)  Ltd,  says  he 
hopes  to  give  more  time  to  his  duties  as 
Council  Member.  MBut  I  shall  be  doing  as 
many  locums  as  I  can  now,"  he  told  C&D. 
He  also  hopes  to  devote  more  time  to  his 
Spanish  lecturing  duties  at  King's 
College,  London. 

Mr  Nathan  has  been  fully  involved  in 
pharmacy  politics  since  the  formation  of 
PAC,  back  in  May  1985.  He  resigned  as 
BPA  chairman  to  stand  in  the  elections  for 
the  PSGB  Council. 


A  complete 
write-off 

The  illegible  scrawl  that  some 
pharmacists  have  to  decipher 
before  dispensing  a  script  is  the 
result  of  the  stresses  and  strains  of  a 
doctor's  life,  according  to 
handwriting  experts  (Daily  Express 
October  30). 

Doctors  just  cannot  help  themselves, 
they  say,  in  a  story  which  highlights  the 
case  of  medical  student  David  Oliver,  20, 
who  has  been  prescribed  a  handwriting 
course  by  his  tutors.  A  recent  exam  paper 
was  rejected  by  examiners  because  it  was 
completely  illegible,  and  Mr  Oliver  had  to 
pay  £260  to  dictate  his  answers  to  a 
secretary  before  it  could  be  resubmitted. 

II  ilXilllWIIIIllWIMMMIWilllllllllllllillllll  ill 

You  can  look 
now.  Auntie  . . . 

The  BBC  and  IBA  must  be  prepared 
to  risk  offending  good  taste  and 
public  decency  by  promoting  the 
use  of  male  sheaths  as  a  defence 
against  AIDS. 

With  recent  forecasts  of  400  deaths  a 
month  in  Britain  by  the  end  of  the  decade, 
the  time  for  action  is  now,  former  BBC 
Governor,  professor  Alan  Thompson  of 
Heriot-Watt  University  told  the 
Conference  for  Scottish  Pharmacists  in 
Pitlochry  last  weekend. 

Typesetting  and  graphics  by  Magset  Ltd,  Sidcup,  Kent.  Printed 
Registered  at  the  Post  Oihce  as  a  Newspaper  27/25/1 6s  Contents  © 
photycopymg.  recording  or  otherwise  without  the  prior  permission 


Susan  McPhee  of  Greenock  has  been 
named  trainee  of  the  year  out  of  ten  young 
people  who  have  recently  completed  the 
National  Pharmaceutical  Association  staff 
training  course.  Seventeen-year  old 
Susan,  who  works  at  the  R.  Gordon 
Drummond  shop  in  Hamilton  Way,  was 
presented  with  her  certificate  by  NPA 
Board  member  Andrew  Watson,  and  with 
a  trophy  by  Bob  Reid  of  Reid  Consultants 
who  run  the  training  scheme  which  uses 
the  NPA's  course  on  behalf  of  the 
Manpower  Services  Commission.  Susan, 
pictured  above  (right)  with  pharmacist  and 
shop  manager  Mrs  Nancy  Carrick,  is  now 
continuing  her  training  with  the  second 
year  of  the  new  two-year  YTS  programme 


"During  the  last  war  the  free  issue  of 
sheaths  and  prophylactics  to  British  troops 
resulted  in  one  of  the  lowest  VD  rates  in 
any  armed  service  of  any  country  in  the 
world."  And,  said  Professor  Thompson,  we 
need  that  type  of  approach  now. 

"The  BBC  should  carry  public  service 
broadcasts  on  the  use  of  sheaths  and  the 
IBA  should  lift  its  ban  on  advertising,"  he 
said.  "I  can  understand  the  reluctance  to 
expose  unpleasant  details  to  the  public 
gaze,  but  I  am  convinced  we  should  risk 
offence.  The  time  for  argument  is  over. 
The  Government  should  act  now." 


M&B  withdraw 

May  &  Baker  have  pulled  out  their 
sponsorship  of  the  May  & 
Baker/UKCPA  community 
pharmacy  award  mainly  because 
of  the  poor  response. 

The  1986  winner,  hospital  pharmacist 
Colm  Hardman,  presented  his  paper  on 
care  of  cancer  patients  at  a  meeting  last 
weekend.  But  he  was  the  last  recipient  of 
the  £800  award  designed  to  encourage 
community  practice  research.  There  were 
only  about  six  entries  for  the  1986  award. 
Entries  tend  to  come  from  hospital 
pharmacists  perhaps  because  community 
pharmacists  are  too  busy  running  their 
businesses. 

May  &  Baker  are  thought  to  be  looking 
at  alternative  means  of  sponsoring  similar 
research. 


Professor  Bissett, 
I  presume 

Professor  Norman  Bissett,  professor  of 
pharmacognosy  from  the  Chelsea 
Department  of  Pharmacy,  King's  College, 
is  spending  six  weeks  in  Papua  New 
Guinea  on  behalf  of  the  United  Nations 
Industrial  Development  Organisation. 

Professor  Bissett  is  looking  into  the 
feasibility  of  producing 
phytopharmaceuticals  from  indiginous 
and  cultivated  medicinal  plants. 


Roy  Neale  (right)  of  G.  Goulding 
Chemists,  Birmingham,  won  a  recent  Care 
Laboratories  display  competition.  He  is 
seen  receiving  his  prize  from  Care 
Laboratories'  representative,  Peter  Fall 


APPOINTMENTS 
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Focus  on  Legs:  Dave  Roberts,  Ayrton 
Hossm  and  Mr  Paul  Robertson  are 
appointed  divisional  sales  managers.  All 
three  joined  from  Pretty  Polly. 

Duphar  Laboratories  Ltd:  Dr  Laurie 
Downey,  deputy  medical  director,  has 
been  given  the  newly  created  position  of 
director  of  medical  services  in  Reid- 
Rowell  of  Atlanta  in  the  USA  —  recently 
bought  by  Duphar. 

R.P.  Scherer:  Stuart  R.  Maconochie  is 
appointed  deputy  regional  president- 
Europe,  to  be  promoted  to  president  on 
April  1,  1987.  Mr  Maconochie,  at  present 
the  company's  managing  director  in 
Swindon,  has  been  with  R.P.  Scherer  for 
14  years.  Prior  to  that  he  was  with  Glaxo 
Holdings  pic.  In  his  new  position  Mr 
Maconochie  will  replace  Ernest  A. 
Schoepe,  now  executive  vice  president 
and  chief  operating  officer  of  the  parent 
USA  corporation. 

PUBLICATIONS  LTD,  Sovereign  Way,  Tonbndge,  Kent  TN9  IRW. 
ibhcation  may  be  reproduced,  stored  in  a  retrieval  system,  mechanical 
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FINE  QUALITY  EXTRACTS 
AND  GALENICALS 


WILLIAM 


Who  cares 

We  do.  Passionately. 

We  care  about  our  customers  —  both  at  home  and 
abroad.  Striving  to  give  them  the  fast,  friendly  service  they  have 
come  to  expect  from  Ransoms. 

Just  as  we  have  for  the  last  140  years. 

And  we  care  about  our  products.  All  seven  hundred  of 
them.  Including  plant  extracts  for  herbal  and  medicinal  prepara- 
tions, galenicals,  oleoresins  and  chlorophylls.  Plus,  of  course, 
our  growing  range  of  packed  liquid  pharmaceuticals. 

With  care  goes  commitment.  To  research  and  develop- 
ment; to  improving  quality  and  consistency. 

It's  all  part  of  the  Ransom  tradition. 

After  all,  when  you're  probably  the  oldest  independent 
pharmaceutical  company  in  the  world,  you  have  your  reputation 
to  think  of. 

That's  why  we  care. 

RANSOM    QUALITY  PRODUCTS 

William  Ransom  &  Son  pic,  Bancroft,  Hitchin,  Hertfordshire 
SG5  1LY.  Telephone:  Hitchin  (0462)  37615.  Telex:  825631. 


Tough  on  all  the  organisms 
tender  on  the  taste 


Oraldene 

Hexetidine 

Twice-daily  medical  rinse  to  relieve 
infections  of  mouth  and  throat 


No  other  medical  rinse  is  more  effective  against 
oral  infections.  Because  Oraldene  contains 
hexetidine  -  proved  to  inhibit  a  broad  spectrum 
of  the  bacteria  and  yeasts  responsible  for  most 
common  inflammatory  ailments  of  mouth, 
gums  and  throat1 

But  a  medical  rinse,  however  tough 
on  oral  micro-organisms,  needs  to  be  used 
consistently  to  sustain  relief  from  clinical 
infection.  Your  customers  will  be  happy  to 
follow  your  advice  when  you  recommend 
Oraldene. 

It  has  not  been  associated  with  staining 
of  teeth  and  combines  the  convenience  of 
twice-daily  usage  with  pleasant  taste. 

So  recommend  Oraldene  to  your 
customers,  confident  that  it  will  be  both 
effective  and  palatable  —  they  will  thank 
you  for  it. 


Oraldenef 

Relieves  mouth  |s 
•■oat  infections  fs 


HEALTHCARE 

the  name  people  feel  better  with 


Reference  l  Ashley  KC,  J  Appl  Microbiol  1984  56:221  -5  Prescribing  Information  Composition:  Clear  red-coloured  solution  containing  hexetidine  010%  Indications:  Anti-infective  agent  indicated  for  mouth 
infections  such  as  gingivitis,  pyorrhoea,  somatitis.  Also  of  value  in  apthous  ulcers,  dental  ulcers,  halitosis,  pre  and  post-dental  surgery,  oral  thrush  and  in  genatnc  nursing.  It  is  also  of  value  as  an  adjuvant  of  system: 
therapy  in  tonsillitis  and  pharyngitis  Dosage:  Adults  and  children  nse  the  mouth  or  gargle  with  at  least  15ml  of  Oraldene  two  to  three  times  a  day  Oraldene  should  not  be  diluted  Contra-indications, 
warnings  etc:  Oraldene  has  no  known  contra  indications,  it  should  not  be  taken  internally  Very  rarely  mild  local  irritation  of  the  buccal  tissues  Product  Licence  Number:  0019/5022  Cost:  100ml  x  12, 
List  price  ext  VAT  -  £6.89,  200ml  x  12,  List  pnce  ex  VAT  £10  79  Data  sheet  available  on  request  Oraldene  is  a  trademark. 


